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Ive me liberty 



trick Henry's immortal words, delivered from pew 72 
of Old St. John's Church, Richmond, in the year 1775, 
are an inspiration to countless Americans today. 
"Is life so dear, or peace so sweet as to be purchased 
at the price of slavery? Forbid it, Almighty God. 
I know not what course others may take, 
but as for me, give me liberty or give me death." 
Through the years citizens of the Old Dominion have cherished 

their heritage of freedom, have contributed mightily 
to its advancement. As they listened to the impassioned plea 
of a great pioneer and prophet 175 years ago, 
so they look, listen, and thoughtfully 
form opinions today. In the process, 
they know that the First Stations of Virginia, 
WMBG-AAl, WCOD-FM, WTVR-TV 
are theirs to command. 



Old St. John's Church, Richmond 



WMBG 



AM 



WCOD 



Havens & Martin Stations ore the only 
complete broadcasting institution in Richmond. 
Pioneer NBC outlets for Virginio's first morket. 
Represented nationally by John Blair & Company 




WTVRtv 




WHY IS LINNEA LEAVING? — As this issue went to press. New York gossip-mill was 
buzzing with dozen or more reasons why J. Walter Thompson's Linnea Nelson (who 
rates Miss Timebuyer title along with Beth Black, Reggie Schuebel, and one or two 
others) is leaving. Simple fact is that happily-married Linnea has long debated 
making career of homemaking ; finally decided to take step. 

795 7 YEAR Of SALES CLINICS- — Alert broadcasters and services bringing radio/TV 
field more shirt-sleeve "dollars-and-cents" sales sessions this year. Under John 
Patt leadership, 11 key WJR-WGAR-KMPC execs flew to New York late January to give 
full story of stations' progress and personalities to Petry salesmen (repping 
WJR, WGAR) and H-R Representatives (repping KMPC) . Local personalities described 
themselves via pictures and recordings. In February, Associated Program Service 
(featuring Mitch's sales pitch) holds "First Subscriber Conference" at Greens- 
boro, N. C. In 1950, Free & Peters held sales clinic in Chicago that probably 
will serve as model for others. 

HOW RADI O A ND TV COMPARE IN HOMES REACHED — Toj>s in radio homes reached, 
according to National Nielsen Ratings for 11/26-12/2, were Lux Radio Theater and 
Jack Benny with 9,280,000 and 8,995,000 respectively. Tops in TV homes reached, 
according to American Research Bureau national ratings for 12/1-8, were Texaco Star 
Theater and Philco TV Playhouse with 6,500,000 and 4,650,000 respectively. Trans- 
lating percentages into homes, now done regularly by Nielsen and ARB, helps spon- 
sors check air media values, reveals many useful facts. 

NEWS IS UP — Evidence of upsurge of news listening seen by such Walter Winchell 
rating facts as (1) jump from lOth to 6th in Nielsen "Top Radio Programs" for 
11/19-25, and husky increase of 3.3% over previous rating; (2) leader in New York 
Pulse "Top Ten" for 12/1-7 with 17.8% rating (13.7% in Nov.) ; (3) 28.3% rating in 
Mobile Pulse, 12/1-7; (4) second on Los Angeles "First 15 Hooperat ings " (Nov.- 
Dec.) with 20.9%. Other newscasts peppered top ratings. For example, Minneapolis 
December Pulse had Cedric Adams ahead of Godfrey and Bergen with 18.7%; Drew Pear- 
son showed well on Sunday daytime listing. (See "Are You Getting the Most Out of 
Your News Sponsorship?", page 23.) 

THAT 7937 CLASS AT CREICHTON — 1931 class at Creighton U. , Omaha, graduated fol- 
lowing into broadcast advertising ranks: John J. Gillin, Frank Fogarty, Frank 
Headley, Frank Pellegrin, Hugh Higgins, Tom Coleman. Another advertising-minded 
class was 1931 U. of Chicago. Some of its members were Louis Cowan, Edgar Grun- 
wald, Norman Glenn, Arnold Hartley. Can you top them? 
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HO W M UCH TV SATURATION IN LANCA STER? — Protest by John Hymes, general manager 
of WLAN (Lancaster, Pa.)» over 84.7% TV homes figure credited to Lancaster area in 
12/23 TV Digest points up inconsistencies of TV-homes statistics. As Hymes sees 
it, TV Digest took 72,000 sets distributed over 40-mile radius embracing 270,825 
homes, credited them all to metropolitan Lancaster area totaling 85,000 homes. 
Trouble stems from fact that TV-homes tallies now being funneled into NBC Research 
Dept. via all TV areas are garnered differently in each area. Hugh Beville, NBC 
research chief, doesn't like it; hopes television trade association will work on 
project to achieve uniformity. Surprisingly, with diversity of methods, over-all 
totals jibe with RTMA set shipment statistics. 

ADMAN VON ZEHLE SUGGESTS SIMPLIFIE D TV CALL LETTERS — In letter to FCC William 
von Zehle, president of New York advertising agency bearing his name, proposes 
abbreviating current TV listings, e.g., WCBS-TV Channel 2 would be referred to 
as CBS-2. 

N ATIONA L ADV ERTISERS LIKE WMMN BLOCK-S ELLING — Frigidaire, Norge, Philco, 
Kelvinator, Westinghouse share 15 minutes 5 days weekly on WMMN (Fairmont, W. Va.) 
"Homemakers' Hour" to advertise electric refrigerators on competitive basis. 
Block-selling technique first was created by general manager Allen (Dutch) Haid 
for 8 local used-car dealers. Exceptional results extended technique to cooking 
school in which 12 appliance dealers participated. Present show came next, with 
10 of 12 manufacturers already signed up (through national headquarters decision) 
for current and future participation. 

RADIO AWARDS FOR BEST DEPARTMENT ST ORE CO OR DINATED CA MPAIGN S — Added for 
first time to annual department store radio contest cosponsored by BAB and NRDGA 
were awards for "best coordinated use of radio with other media." 1950 winners, 
just announced, were Schuneman's Inc., St. Paul (large stores) ; George Wyman Inc., 
South Bend (small stores). In both cases newspaper, point-of-sale were effec- 
tively linked to radio. Both stores used wide-coverage stations (Schuneman's: 
WDGY — George Wyman: WSBT) to attract out-of-town as well as in-town business. 

FEDER ATED NAB — With formation of autonomous TV setup within framework of NAB, 
including contemplated 13-man board, industry has virtually adopted plan outlined 
by SPONSOR in 6 June 1949 issue titled "Blueprint for a Federated NAB. ' ' Autono- 
mous FM organization must come about before SPONSOR "Blueprint" is completed. 

HARD -HITTING "SELL RADIO" PRESENTATION DUE AT^PRILJ^AB CONVENTION— All- 

industry "sell radio" presentation, with 4 networks, Nielsen, Hooper, Pulse as- 
sisting NAB and BAB, scheduled for unveiling at NAB Convention in Chicago. Fin- 
ished product will utilise important existing material not yet publicised— may do 
2 jobs, (1) "sell the listener," (2) "sell the advertiser." 

(Please turn to page 80) 
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GEORGE SISLER 

In Hits per Season,- 

WHEC 

In Rochester 




Ustened-to r ^^^^^ 
and has been 
Rochester has^^gc leads 
peratedl . • V oon and | / 

"^"^^^"^Av w de margins', f 
evemng DY 



In 1920 Sisler, playing for the St. Louis 
Browns, made 257 hits. George Sisler's 
amazing "hits per season" record has 
never been topped since! 

In 1943 Rochester's first Hooperating 
reported the decided WHEC listener pre- 
ference. This station's Hooperotings have 
never been topped since! 



BUY WHERE THEY'RE LISTENING: - 





N. Y. 
5,000 WATTS 



Representatives: EVERETT- McKINNEY, Inc. New York, Chicago, LEE F. O'CONNELL CO., Los Angeles, San Francisco 
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ARTICLES 



lloic to tttuUe the tttost of your news »poiisorship 

There's been a boom In radio news sponsorship since the Korean crisis. 
Experts provide tips to aid newcomers to the news fold 

The Alku-Seltzer story: part ttctt 

One discouraging experience with radio didn't keep Miles from medium 
which was to spur firm's rise to sales heights 

Debate: What happetted in Pittshuryh? 

Was the newspaper strike "costly to business" as claimed by the Bureau of 
Advertising? The BAB and Bureau of Advertising air their views 

TWA takes to the air 

Trans World Airlines is first airline to sponsor network radio show. Will it 
set broadcast pace for aviation industry? 



^ipoeial .soctBOu: Daytime Iclovisioii 
Basie Saets and figures 

Covers scope, audience, costs of daytime TV 

Problems of a TV soap opera 

A study of P&G's pioneering sponsorship of a TV strip drama 

Daytime TV: spot proyraminy 

Local programing is pushing into early hours, pulling hard for 
sponsors 

Daytime TV: network proyraminy 

Daytime TV's rise to importance is spurred by expanding network 
programing 

Daytime TV results 

Fourteen capsuled result stories about use of daytime TV 

Tiiiie-Oii-(f it* ehart 

Complete listing of sign-on, sign-off times for every TV station in 
country 



COMING 



Deariny aids on the air 

Beltone, other hearing aid manufacturers, are turning to radio. Their 
strategy and programing approach will be featured 

Colli ill b id Workshop 

An account of how their pioneering efforts had a beneficial effect on radio 
programing, with implications for today's programing problems 
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Editor & President: Norman R. Glenn 
Secretary-Treasurer: Elaine Couper Glenn 
Managing Editor: Miles David 
Senior Editor: Erik H. Arctander ' 
Assistant Editors: Fred Birnbaum, Arnold Al- 

pert, Lila Lederman, J. Liener Temerlin 
Art Director: Howard Wechsler 
Vice-President — Advertising: Norman Knight 
Advertising Department: Ka,y Brown (Chicago 
Manager), Edwin D. Cooper (West Coast 
Manager), George Weiss (Southern Rep- 
resentative], John A. Kovchok (Production 
Manager), Edna Yergin, Douglas Graham 

Vice-President — Business Manager: Bernard 
Plaff 

Circulation Department; Evelyn Satz (Sub- 
scription Manager), Emily Cutillo, Joseph- 
ine Villanti 

Secretary to Publisher: Augusta Shearman 

OfTce Manager: Olive Sherban 



Tullslied biweekly by SPONSOR PUBLICATIONS INC.. 
coinbiTied with TV. Kxerutlve, Editorial, Circulation and 
.Advertising Oillces; 510 Madison Ave., New York 22, 
N V. Telephone; MUrray lliil 8-2772. ChicaKo Office: 
."itiO N. Michigan Avenue. Telephone: Financial 6-1556. 
West Coast Dfflce: 6087 Sunset lioulcvard. Los Angeles. 
Telephone: Ulllslde S3H. Printing Offlse: 3110 Elm 
Ave., llaltlniore H, Md. Subscriptions; United States 
$S a year, Cmada and foreign $9. Single copies 50c. 
I'rintcd in I!, s. A. .Address all correspondence to 510 
.Madison Avenue. New York 22. N. Y. Cop>Tiglit 1951, 
SPONSOR PUBLICATIONS INC. 




KGW THE ONLY STATION 

WHICH GIVES THE ADVERTISER 
COMPREHENSIVE COVERAGE 



..iii the OReCONiMARHJu 




BROADCAST MEASUREMENT 
BUREAU SURVEYS PROVE 

KGW's LEADERSHIP 

Actual engineering tests have proved that KGW's efficient 
620 frequency provides a greater coverage area and 
reaches more radio families than any other Portland 
radio station regardless of power. BMB surveys bear 
out this fact. KGW is beamed to cover the population 
concentration of Oregon's Willamette Valley and South- 
western Washington. 

TOTAL BMB FAMILIES 
(From 1949 BMB Survey) 



Cooperation is the keystone in the success of Mt. Angel's economic 
history. Five farmer-owned co-operative organizations — a creamery, 
hop-producing co-op, flax plant, oil co-op and a co-operative warehouse 
and grain elevator — have strengthened and stabilized the prosperity of 
this Oregon community. Mt. Angel's cheeses are world-famous ... £ 
Mt. Angel dairy cow recently set a world's record for butterfat production 
KGW's COMPREHENSIVE COVERAGE of this healthy, growing mar- 
ket was proven by a recent Tour-Test, conducted in cooperation with the 
Oregon State Motor Association, and witnessed by Mayor Jacob Berchtold 
of Mt. Angel. KGW delivers Mt. Angel, as it deliver the rest of the 
nation's fastest-growing market! 





DAYTIME 




KGW 




350,030 


Station 


B 


337,330 


Station 


C 


295,470 


Station 


D 


192,630 


NIGHTTIME 




KGW 




367,370 


Station 


B 


350,820 


Station 


C 


307,970 


Station 


D 


205,440 



This chart, compiled from offi- 
cial, half-milivolt contour maps 
filed with the FCC in Washing, 
ton, D.C., or from field intensity 
surveys, tells the story of KGW's 
COMPREHENSIVE COVER- 
AGE of the fastest-growing mar- 
ket in the nation. 



PORTLAND, OREGO 

ON THE EFFICIENT 620 FREQUENCY 



REPRESENTED NATIONALLY BY EDWARD PETRY & CO. 
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BETWEEN 
COMMERCIALS 





BY 
KAY 

MULVIHIiL 



I huii<ian(l!> of war veterans 
stationed in Bay Area hos- 
pitals arc now enjoying tele- 
vision in their wards thanks 
to KPIX's "TV Sets for 
Vets" campaign. The enthusiastic re- 
sponse of Northern California viewers 
to KPIX's call for funds was a gratify- 
ing indication that the spirit of giving 
still prevails. 

Recenily, on the Del Coiiriney Show, 
Iwonly-five of the li-lovi«ion sels were 
l)rp*eiile(l to representatives of Oak Knoll, 
Travis Air Base, Mare Island and Letter- 
man hospitals. An additional numher will 
S.O to other veterans' wards within the 
next few weeks. 

The donations, which have poured in 
to the station from hundreds of people 
throughout Northern California have 
far exceeded all expectations. 

ACADEMY AWARDS 

Plans are now underway for San Fran 
eiseo's Academy of TV Arts and Sciences' 
Annual Awards dinner. The banquet is 
scheduled for February 24, at which time 
awartls for outstanding work in the past 
year will go to local talent and stations. 

RENEWALS 

Sherman Clay has renewed sponsor- 
ship on KPIX's "Music Album," which 
now goes into its third year. The popu- 
lar feature, which is San Francisco's 
oldest TV musical program, includes 
organist June Melendy, emcee Sandy 
Spillman and guest vocalists in its 
1951 series. 

Eaglesons' Clothing Co. also renews 
on "Talent Showcase" — a program that 
has been a stepping stone into the en- 
tertainment world for many a talented 
contestant. 





by 

Robert J. Landry 



SAN FRANCISCO 



The genius of American radio, and worthy of soine admiration, 
lies in the fact that during 29 years of trial and error professional 
hroadcasters have had a remarkahle conditioning to large and small 
crises, big and little pressures. Hardy survival traits have been 
nuiscled up in the workaday chores, war-time and peace-time, of 
dealing with cranks, nuts, bigots, chiselers calamity-howlers, states- 
men, brass, demagogues and earnest do-gooders. Radio men know 
with a special perspective how tides rise and fall, messiahs come and 
go, fads flare and fizzle. As for advertising sponsors, they and the 
broadcasters know all about each other like husbands and wives from 
living so long together. So if war comes, keep your powder dry 
and your channels open. 

* * * 

It is fair to generalize that radio exhibits a fairly decent composure 
iti the present trying times. Certaiidy it is far less lurid than a sec- 
tion of the press. Even the icky-sticky matter of "red-baiting" in 
radio ranks nothing like the hysteria of Hollywood has developed. 
True the entertainment unions are unhappy about loyalty ques- 
tionnaires at CBS. but that's a small thing compared to Hollywood 
proftedures the past two years. 

* * * 

New York advertising agencies doing a volume business in tele- 
vision accounts face a space problem. Weintraub. within Aveeks of 
moving in, virginal, if that's the word, to 488 Madison had to con- 
tract for overflow space blocks aw'ay. Weintraub brags, of course, 
that it is second in TV f)illings. Henton & Bowles. Kudner. Y&R, 
and many other agencies have room problems due to the demands 
of television sen ice. The single item of 16 mm movies used in TV 
commercials wiW suffice to point up the changes. Storage of film tins 
at midtown inflated rentals is no casual consideration. Add in fire 
hazards. To be truly foresighted an agency should store the master 
negative in one place, the lavenders made from the master in a sec- 
ond, and the actual working prints in still a third protected place, 
^'ou make take it as sure that agencies will he looking around for a 
neater system than the present regimen of living out of tin cases. 

* * * 

Couple of Hollywood fihn producers conducted their own survey 
of what was wrong with the box office, found that a 15% loss of 
feminine patronage could be attribiUed to too many cruelty pictures. 
A bill of goods has been sold in nx'ent years that nothing is so fas- 
cinating as good heaping measures of sadism. Let there be baby- 
faced killers. Let little moral monsters push innocent by-standers 
into cement mixers and then sie a i)rivate eye on their trail. The 
little moral monster will go on killing people every few hundred feet 
of film or every few mimttes of radio. These homicides will be as 
pitil(>.ss as they are casual every time the dastard — or the author — 
can t get out of a corner. Euphemistic explanation for such fictioiiiz- 

\ Please turn to page 8.5) 
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Why you should 
use feature films 
in daytime spot 
television 




Larger audiences 

Many daytime feature films deliver audiences larger than 
nighttime local prdgrannning. For example: 

RATING 

In Philadelphia-WPTZ's IloUywood Playltunse 
(]2:30-l:30 PM Monday-Friday) I6.6« 

In Cleveland— WIVBK"s Stai^ecoach Theater 

(4-5:15 PM SaturdaN j 15.3'' 

In Chicago— WNHQ's Matinee Playhotne 

(1-2 PM Monday- Friday) 8.9* 

Latest Ameriran Rest art h Bureau Rating 

More commercial impact 

Scheduling your commercials during a daytime feature film 
guarantees complete audience attention, unsurpassed impact 
on viewers. 

Increased product identification 

Many stations (notahly WPTZ, Philadelphia. WNBQ, Chi- 
cago and WNBW, Washington ) offer in addition to one- 
minute commercials, product and sponsor identifications in 
other portions ol the feature films . . . all for the price of a 
one-minute announcement. 

Lowest cost 

Participations in daytime feature films are invariably lower 
(usually half the cost) of nighttime atmouncements. 

Where to buy 

The hest place to start your television schedtde in daytime 
feature film programs is on one or more of the stations 
represented by NBC Spot Sales. Call your NBC Spot Sales- 
man today and start reaping the benefits ol television's most 
economical buy . . . Daytime Feattire Films. 

WNBT New York 

WNBQ Chicago 

KNBH Hollywood 

WPTZ Philadelphia 

WBZ-TV Boston 

WNBK Cleveland 

*WNBW Washington 

*WRGB Schenectady— Albany— Troy 

'Participations in Day time Feature Filrris not t urrently available, but your 
NBC Spot Salesman has many other attractive daytime availabilities. 



NBC SPOT SALiS 



HOLLYWOOD • SAN FRANCISCO 
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1 0 + Hooper or 58.67o S 0 

AP NEWS gets his 





"With a High Hooper, Associated Press News is a IMajor 
Factor in m Advertising and Selling Program." 



■■it 



GENE U CAGLE, President, 
KFJZ, Fort Worth, Texas 



"All 38 of WMBD's Associated Press News Programs 
Have a Tremendous Listener Appeal/' 



BROOKS WATSON, News Director, 
WMSD, Peoria, III. 




Whether by Hooper Rating or Share- of-Audience, AR .news stands at the 
fop. Hundreds of the country's finest stations announce with pride », 4 . 



"THIS STAT I OH 






'Share-of-Audienae 



Says H. C.' Vo„^ 

news over KFJ7 , ,®°'"ery.- 

newscasts h JO, 
pec f of ions." ^^/ond ex. 





BROOKS VVArsON 



From Newt f^- 

VVM8D VVafson of 

<:ommand 50°/ ^'°°dcasts 

ne.^s'T'" - 
^oles were , !? : 7"^^>'- '5*50 



AP newscasts ore just 
obout the greotest 
radio shows on earth 
becouse they stor 
Presidents, kings, 
dictators, chompions 
ond just ploin people. 

I f you ore o 
sponsor who wants 
the best, switch your 
schedules to stotions 
with AP news. 

I f you ore o 
sfaf'ion thot can 
quolify for AP 
membership, join the 
one news Association 
that charges you only 
your exact share of 
the cost of the 
service provided. 

When you can have the 
best, why be 
satisfied with less? 



Associoted Press 
resources and focilities 
include; 

A news report of 
1 ,000,000 words every 
24 hours. 




OF THE ASSOCIATED PRESS." 



A stoff of 7200 
ougmented by 
stoffs of member 
stotions and newspopers 
— more thon 100,000 men 
and women contributing to 
eoch doy's report. 

Leosed news wires of 
350,000 miles in the U< S. olone. 

The only state-by-stote news 
circuits in existence. 



100 news bureous in the U. S. — 
offices ond news 
men around the world. 

A complete, nationwide 
election service, employing 
65,000 speciol workers. 

FOR FURTHER DETAILS, WRITE 

RADIO DIVISION 

THE ASSOCIATED PRESS 

50 Rockefeller Plozo 
New York 20, N. Y. 



CASH FARM INCOME 

FOR WGTM's 

29-COUNTY 
COVERAGE AREA 
IS BIGGER THAN 
ANY ONE OF 27 
OTHER ENTIRE 
STATES. 



WRITE TODAY FOR 

''Time Buyers 
Market and 
Coverage Data" 

... a new, factual data 
folder on one of the 
Nation's richest 
Agricultural regions. 



WRITE, 'PHONE OR WIRE 

WGTM 

5,000 WATTS • CBS AFFILIATE 

WILSON, N. C. 

ALLEN WANNAMAKER, 
Gen'l Mgr. 




Ian R. Dowie, executive vit-e presirlcnt and general manager of the 
Brewing Corporation of America, is betting his money on horses to 
sell more of the company's Carling's Red Cap Ale. 

The company recently look a chunk of its SI. 000,000 ad budget 
to buy Mutual'? Race of the Week, a 15-niinute live sportscast from 
the Florida tracks. Similar to Mutual's successful baseball venture. 
Game of the Day, the broadcast is carried on 250 stations of the net- 
work. The companv's 13-week contract marks its first use of net- 
work radio, stems among other things from a discovery by its adver- 
tising agency, Benton & Bowles, Inc., that horse racing drew a larger 
attendance last year than major league baseball. 

"Tliis is a dej)arture from the company's previous advertising 
policies," said the 44-year-old executive, a tall husky man, speakinf^ 
with a typical British reserve. "We always have devoted a certain 
percentage of our advertising budget to radio, but have confined il 
to a spot basis. 

"In the past, we have devoted about 809'< of our budget to other 
than the air media. \^ e derided last year to overhaul our advertis- 
ing set-up, and appropriated more than half of it to radio and TV. 
We have a great deal of faith in sports as an entertaining vehicle." 

The company has continued its use of spot radio and TV, buys 
time in about 15 markets. 1 1 currently is considering use of network 
TV, and when plans materialize they'll probably involve s|)orts. Car- 
ling's commercials, both transcribed and filmed, are jingles that tell 
the listener to "Graduate to Carling's — the light-hearted ale." 

Carling's is distributed in 44 states, and is affiliated with Canadian 
Breweries, Ltd.. in Toronto. Dowie. as operating head in America, 
runs the show here. 

He was born and educated in Scotland. A London drug manufac- 
turing concern sent him to their Canadian branch in 1930 where he 
remained for two years before h<> was sent to Central and South 
America to install plants for the company. Dowie ended up in 
Mexrno Cit\ as managtM for one of the. plants, stayed there five years. 

In 1939, he returned to Canada and joined the Canadian counter- 
part of Carling's as an assistant sales manager for a subsidiary com- 
( Please turn to page 102) 
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etroit 




29iANUARy ,95, 



EXCLUSIVE! 

ON WJBK 




Two stations carried the Red 
Wing hockey games last year 
—a 5000-watter and WJBK. 
But, since we did the job of 
two stations, it is natural that 
WJBK — Detroit's greatest 
sports medium — be selected 
as the key station for the 
country's largest hockey net- 
work. Broadcasting all the 
Detroit Red Wing home 
games, plus important away 
games and the Stanley Cup 
play-offs. WJBK feeds 16 out- 
state stations which make up 
the Stroh hockey network. 



Al Nagler, sportscaster in 
this red-hot hockey town for 
20 years and play-by-play an- 
nouncer for the Red Wings 
since 1935, is once again 
thrilling hockey fans with his 
colorful reporting. 




Sure, it's logical 
that WJBK was 
chosen to origi- 
nate the fast-moving Red Wing hockey games. 
And it's just as natural that smart sponsors 
everywhere choose WJBK to advertise their 
products in Detroit. The tremendous sales re- 
sponse of WJBK' s vast listening audience can 
make your advertising dollar pay top sales 
dividends. 



'he bes, „mc buy 



I 1 « - ^ vv, 



"eotthy Defroi, . ^ 

-AM Ji ' ^'""^»>> your KATZ 



-TV 



0 - you, KATZ „a„. 
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Netv developments on SP01%S0R stories 



►core« 




WKRG Share of Aud.ence 

PuUe Gain Over 
1950 

Morning (Mon.Fri.) 
8 AM-12 Noon 

^..emoon <^°"-'"''\o.O^'o ^^^'^^^ 
^2 Noon-6 VM 

Evening l^""' ?2 4'7t 
6 VM 

S-'l^V A'---" 27.0% 
12 Noon-6 

Saturday Oaytime ^^^^ 25.6'/. 

8 AM-6 PM 




See: "nu- ad manager's book shelf" 

Issue: 6 November 1950, p. 32 
Sulljecl: Uooks for ihe advertising manager 



The new 1951 '"Books for the Advertising and Marketing Man" 
has just been released. 

As SPONSOR mentioned in "The ad manager's book shelf." 6 No- 
vember 1950. this latest edition of the AFA bibliography on adver- 
tising, marketing, selling, and related subjects provides a compre- 
hensive cross-section of ad world literature. 

The publication has been printed twice before, once in 1935 and 
again in 1942. with a supplement issued in 1946. It is published by 
the Advertising Federation of America through its Bureau of Re- 
search and Education. The 40-page book, with 1,488 listings, is 
broken down into 57 different subject classifications. There are over 
50 listings for radio and TV alone. 

More than 500 of the books listed have been published within the 
past five years, bringing the bibliography completely up to date. 
This unusual number of new books in so short a time reflects the 
great increase of activity in the advertising, marketing, and selling 
fields since V-J Day. according to Olon G. Borton, president of the 
Advertising Federation of America. 

The bibliography contains index lists of the 328 publishers and 
1,168 authors represented. Books are listed under handy classifiea^ 
tions, -with author's name, publisher, date of publication, number of 
pages, and price of each. 



See: 

"Are vou in the middle of the research 
muddle?" 

Issue: 23 Oclober 1950. p. 28 

Subject: Keeping your researrh thinking straight 



Advertisers can add to suggestions sponsor offered in "Are you in 
the middle of the research muddle?" 23 October 1950, the recently 
released "Standard Breakdowns for Population Data in Media and 
Market Survey." This is a joint reconnnendation for simplifying 
research presentations endorsed by the American Association of 
Advertising Agencies, American Marketing Association, and the As- 
sociation of National Advertisers. 

The AAAA Committee on Research undertook to study the. press- 
ing need for standard breakdowns of population data more than a 
year ago. The AMA Committee on Marketing Research Techniques, 
under Dr. Hans Zeisel of the Tea Bureau. Inc., and the ANA Ad- 
vertising Research Steering Connnittee, under Richard H. Moulton 
of General Foods, contributed to the work. Richard L. Edsall of the 
James Thomas Chirurg Company in Boston handled the investiga- 
tory and liaison phases of the project. 

The recommended standard breakdowns cover: (1) age groups; 
(2) income, rental, and value of homes; (3) education; (4) occu- 
pation; (5) community size: (6) geographical regions. 

The breakdowns follow the basic data classifications used by the 
Bureau of the Census. \^'^itli this as a basis, market and research or- 
ganizations can compare their surveys with census data; and com- 
pare private company survey s easily as well. 

In addition to indi\ idiial research authorities, the following asso- 
ciations were consulted in developing the Standard Breakdowns:; 
Advertising Research Foundation, Inc., Agricultural Publishers As- 
{ Please turn lo page 103) 




in ev'ery period \ 
(n a four g^ation market 
/ou cnri^ make a tetter buy! 

national representative 
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H S O S N O 




Want to Sell 
To Ladies in 
60,000 TV Homes? 

/ "YOUR 
TV KITCHEN" 

Newest and Finest 

HOMEMAKERS" SHOW 

in the Omaha Area 

>^ HK> ? 

: 30-3:i:0 P.M., ^1onaa\ tKru Fri- 
Tn's par+'clratinq sSow is 
*.Ve first V^' ^o~e-iaiers' program 
of t*ie aa\ ^ Omaha area 

i — ~eo ate \ to o-s coDular 
Rober* O, Le-Is Su-."' 

\^ HFKK? 

Te ecas* d'rect from "YOUR TV' 
y^lTCh-ES <MTV's ultra-mover- 
s' o L -it 

>^ HO? 

^si'-jrinc t-o cf the MId-ests 
-"OS' ce'ebratec Some economists 
Vero-a Li-rerJ- — Mo-., Wed. and 
"I. Joa-i — T^es. a-d TKu'-s 
So**^ are - oei> eioer e-ced in 
'e'?»"so- raoio ana sucervision 
0* c.5'"c C001-9 sc'-ools. 

WOW ? 

To cro» oe f*. est advar.taoes to 
ac. e-tse-s <V.'.T%' o^ers YOUR 
■p>' KiTCHES' o- a pa-tlcipa^io- 
tas s, O- N $S> for full minute 
i--o--ce — f-' i!>e slide or fi t>) 
Lse o: c-oo-C c-, program 
a-d ei*ra r-e-t o-s »^e- arco- 
c a'e K^'TN c'0>iaes ac':i>e 
"-s-c^a -o's"-a !.cc-ort ^'t- let- 
*e-s cos'ca-oi 'o re*aI1eT cro- 
—.0*0- a--c.-cs-"eiH, ne-^pa- 
0?- aos — a^i-i-s stones, e*c 
V^.^TN^'s 'o» $5; paciaga rare is 
fj \ 00 ss o-abie, 

Gft All the Fact< From 

\our KATZ >/an 
^a/^o^n/ Representalires 

KITITV 

TELEVISION CENTER 

2615 Farnam Street 
Omaha 2, Nebraska 
CES • ABC 
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PULSE IN WORCESTER 

Noticed a question about the Pulse 
eities in the 1 January issue. 

And to nn horror — Oh. yon cad. 
sir I Worcester was not incUided. 

^o, woidd \ on add the name of our 
fair cit\ to \our Pul?e Cit\ list? .\.nd. 
not bei^ause I'm a publicity man ioh. 
no I t but iu?t a? a suggestion, if you 
could pos-ibh mention this ghastly 
omiy.-ion in some forthcoming issue, 
we'd be a\N fully happv up here in "The 
Heart of the Commonwealth." 

Andrew C. Fi ller 

Publici^^ -Proniotion Director 

JTTAG ' 

Worcester 



WANTED: |INCLEERS 

1 would appreciate it very much if 
von would ?end me names of several 
writers specializing in jingles for radio 
and T^". 

I would also appreciate tlie names 
of several production firms which do 
?hort T^' movie commercials. 

J. C. FiTZPATRICK 

President 

Fitcputrick Brothers 
Chicaso 



• SPONSOR ha- compHfd •■ ith reader Fitrpat- 
ricVs re<ine>t. Name- of jinsini: commercial 
».ril<^r? are available on reqnesl. 



PIED PIPER HAS FOLLOWING 

Ma\ I take this opportunity of 
thankins \ ou for the wonderful story 
about D-Coii. ".Vinerica's Pied Piper. " 
in the 1 Januarv issue. 

1 have receixed numerous conment^ 
both by letter and telephone. The ar- 
ticle vas verv •ftell written and. from 
, all indications, verv well received. 

Harry A. Friedenbekg 
President 

Mar tree Adictisinz 
Ckic'iso 



MAY BKOADCASTING CO. 



BANKS ON THE AIR 

Mr. Edmund Rogers, senior partner 
f the agencv here and head of our 
Radio and Television Department, 
called mx attention to the intereitinz 



and informative roundup in your 6 
November issue on the use being made 
of TV by banks throughout the coun- 
try. The piece nudged me into a rath- 
er belated awarene?? that perhaps we 
?hould lia\e had more to say out of 
this department about a fine T\ 
program which Fidelity-Philadelphia 
Trust CompaiiN is sponsoring over 
W PTZ. Had you known of it. perhaps 
you might ha\e wished to include it 
ill your roundup. 

The program, weeklv at 10:30 p.m. 
5unda\. called Great Music, is heard 
and seen over \\ PTZ. Channel 3. \^ hile 
the program began onl\ recently on 17 
September, it has a Pulse rating of 9. 
A quiz show. Stump the Artist, com- 
petitive in the 10:30 p.m. spot and 
which has been on tlie air for two 
y ears, has a Pulse rating of 9.5. 

Great Music features Guy Marriner. 
critic and musician of wide note, as 
music interpreter, and Columbia Broad- 
c^isting System sound films of world- 
famous orchestras. This show is uii- 
bioken b\ commercials. Sample pro- 
grams are: the Tchaikovsky Fourth 
Symphony I third and fourth move- 
ments V by the ^ ienna Philharmonic 
orchestra and the L nfinished Sympho- 
ny I first movement ' of Schubert, also 
by the ^ ienna Philharmonic. Before 
the music on this program. Marriner. 
using a piano to illustrate his point*, 
analyzes the movements to be heard 
and spices his commentary with bright 
scraps of history and legend. 

This program has been a new expe- 
rience ill fine music for a vast audi- 
ence in the Philadelphia area. The TY 
station, and Franklin Institute, where 
Marriner is director of music, and the 
Lniversity of Pennsvlvania. where he 
is music lecturer, have been flooded 
with letters, all complimentary-, and 
many of the rave nature. 

Fr.\>klin p. Jone5 
Director of Publiciiy 
Gray & Rogers 
Philadelphia 



COMMENTS FROM CANADA 

I shall now hope to complete my 
library of books pertaining to advertis- 
ing from the list so kindly compiled 
for me ba?od on one of spo.n^or's arti- 
cle.. 

In niy e-tinialion. ^PO^^OR is the 
nn^'-t publication servinz the radio in- 
du-tr%-. and I know that a great deal 
I Please turn to pace 97 • 
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I. /Veil? on Teli'vision IS'ftivurks 



SPONSOR 



AGENCY 



NO. OF NET STATIONS 



PROGRAM, time, start, duration 



B. T. Bahhitt Co 




William II. W'pintraub 


ABC-TV 




Two Girls Naiiird Smith; Sat 12-12:30 pm; 20 
Jan ; 52 wks 


Ronafide Mills Inr 




Gibraltar 


CBS-TV 




Unnamed; Sun ll:30-noon; 28 Jan; 52 vtks 


Coro ln4* 




Cfharles Jay 


CBS-TV 




Vanity !■ air ; Th 4 :30-5 pm ; 30 Jan; 13 wks 


l>«»r!»y Foods Inc 




NVedham, Louis & 
Brorby 


NBC-TV 




The Maeic Slate; Sun 5:30-6 pm ; 21 Jan; alt 


Genera! Motors Corp 
(Oldsmobile div ) 




kJ, r . isroiiier 


( BS-T V 




Sam Leven »on *^ho>*; ""at <•7!^^0 pm; 2 1 Jan^ 
52 nk^ 


General Shoe Corp 

(Fdgewood Shoe Co 
div) 




Vn<lcr»on & Cairns 


AKC-TV 




Goinc Places nith Betty Betz; Tu 7:15-30 pai ; 
20 Frb; 52 nk* 


Hollywood Candy Co 




Ruthrauff & Ryan 


CBS -TV 




I'nnanied ; Sat 1 1 : 30-noon ; 27 Jan ; 52 nks 


Kellogg Co 




Kenyon & Eckhardt 


NBC-TV 




Victor Borge Show ; 7-7 :30 pni ; 3 Feb 


Maiden Form Brassiere 


Co 


Vt'illiam H, Weintraub 


ABC-TV 




Fatth Baldwin Theatre of Romance; alt Sat 11- 
II :30 am; 20 Jan; 52 wk< 


Mutual Benefit, Health 
Accident Association 
Omaha 


& 
of 


Bozell & Jacobs 


NBC-TV 




On the Lille with Bob Consiiline : ^at 5 ; (5-6 
pm; 20 Jan 


Procter & Gamble Co 




Compton 


CBS-TV 




Garry Moore Show ; M-F' 2-2 : 15 pni ; 29 Jan : 
52 w ks 


Quaker Oats Co 




Price, Robinson & 
Frank 


CBS-TV 




Garry Moore Show; T, Th 2:15-30 piii; 16 Jan; 
52 wks 


Rosefield Packing Co 




Guild, Bascom & 
Bonfigli 


DuMont 




^ou Asked For It; F 8:30-<> pm; 19 Jan; 52 
wk-. 


Sam Smith Shoe Corp 




Dancer-Fitzgerald- 
Sample 


ABC-TV 


16 


Al GannawayS- Half-Pint Party ; W . F, I : t5-5 
pm ; 14 Feb; 52 wks 


C. A. Swanson & Sons 




Tat ham-Laird 


ABC-TV 


53 


Ted Mack's Family Hour; alt Sun 6-6:30 i»m; 
25 Feb; 53 wks 


United States Army & 
United States Air Force 


Grant 


ABC-TV 


23 


Roller Derby; Th 10-10:30 pm ; 18 Jan; 13 

wk<; 



2. ReiieMjed on Television Networks 



SPONSOR 



AGENCY 



NO. OF NET STATIONS 



PROGRAM, time, start, duration 



Bonafide Mills Inc 
Landers. Frary & Clark 



Gibraltar 

Goold & Tierney 



NBC-TV 3n 
Du.Mont 23 



B»nnie Maid Versatile Varieties: F' *>-*>:.30 pni ; 

26 Jan; 13 wks 
Universal Ilnmemakin^; Th 2-2;15 pni; 1 Feb; 

52 wks 



3. Station Representation Chanfjes 


STATION 


AFFILIATION 


NEW NATIONAL REPRESENTATIVE 


KCJB, Minot, D. 


CBS 


Weed & To, \.V. 


KSJB, Jamestown, IS'. I). 


CBS 




KTTV, Los Angeles 


CBS 


Blair-TV, iN.V. 


WHUM, Reading, Pa. 


CBS 


H-R Representatives, N.V. (eff 1 Feb) 


WIBC, Philadelphia 


Independent 


Radio Representatives, N.Y. 


WIKK, Erie, Pa. 


ABC 


II-R Representatives, N.V. (eff 2 Feb > 


WJMR, WRCM-FM, IVew Orleans 


Independent 


Independent Network Sales, N.Y*. 


WORL, Boston 


Independent 


Boiling Co, N.V. 


WSDC, Marine City, Mich. 


1 ndependent 


Hil F. Best, N.V. 


WSOC, Charlotte, N. C. 


NBC 


11-R Representatives, iN.V. (eff 2 Feb) 


WVTNC, AshcviUe, N. C. 


CBS-MBS 


H-K Representatives, N.V. (eff 3 Feb) 


4. Netv and Reneiceil Spot Television 


SPONSOR 


AGENCY NET OR 


STATION PROGRAM, time, start, duration 



American Chicle Co 



liadger and Browning & WCAl'.TV, Phila. 
Ilersey 



1-niin anncnit; 22 Jan; 22 wks (n) 



• In next issue: New and Renewed on Networks, New National Spot Radio Business, National 
Broadcast Sales Executive Changes, Sponsor Personnel Changes, New Agency Appointments 








All men listed below 
head firms new on 
TV (category I): 

Coro's Rosenberger 
Bonaflde's Spector 
Gen. Shoe's Bowers 
Maiden Form's 

Coleman 
Muttial's Skutt 
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4. iVeii? aiifl Itciieifecl Spot Television (coHtluuetl) 



SPONSOR 



AGENCY 



NET OR STATION 



PROGRAM, time, start, duration 



Cclaiirve (^.orporat ion of 
America 


Ellington 


\^ CAU-TV, 


Phila. 


1-inin 


ail iioiiit ; 


1<J 


Jan; 


13 wk 


» (n) 


r.elanese Corporation of 
Am»^rica 


Ellington 


WT01'-T\ , 


W ash. 


1 -inin 


annciiit ; 


20 


F« l. I 


15 ks 


(n) 


Colpate-Palnioli\4»-Peet 
Inc 


Ted Hates 


\^ CBS-TV, 


N.Y. 


1 -mill 


aiinenit ; 


26 


Jan ; 


31 wks 


(n) 


Duffy-Mott Co liu* 


^ oung «K Ruhicain 


W TOl'-TV, 


\^ash. 


20-sec 


aniiciiit ; 


1 


■■.1) ; 


13 wks 


(r) 


John II. Dulany & Son 
1 nc 

Gro\ e LaI»<»ratorios Inc 


Eootf. ('one & Itelding 


W TOP-TA , 


Wash. 


8 -sec 


aiiiieint ; 


16 


F eb ; 


13 «k~ 


(r) 


llarry II. Cohon 


WTOP-TV, 


Wash. 


I -mill 


aiiiiomt ; 


15 


Jan ^ 


7 v< ks 


<n) 


Gro^ o Lai » oratorios 1 no 


Harry 11. <!Iohen 


w<:au.t\'. 


Phila. 


2<)-sec 


aiiiif'iiit 


1 7 


Jan - 


7 wks 


(n) 


M. Manisch«'witz Co 


A. B. Landau 


\S CBS.TV, 




8-sec 


film: 27 


Jan 


: 13 


i*ks ( II 


) 


1'liilip Morris «!C Co 


llio w 


W CIIS-TV, 


\.v. 


1 -min 


aiiiiciiit ; 


13 


Jan ; 


11 v.k$^ 


(n) 


Suiisliinc Biscuits Iiio 


Cunningham & Walsh 


\^ CIIS-TV. 




20-sec 


annt-iiit 


2 " 


Jan 


(n) 






5. AdveriisUifi Ageiiey i^ersouuel Chtniges 



NAME 



Rohert Ballin 
Cordon Benn^-tl 
Ca-'per IL Itillipp 
Ed w aril A. Bodine 
Boeart Carlaw 
Ray P. Clay^erper 

J. ClifTord Dillon 
Jose 4li Donato 
A. McKie Donnan 
Reed 1_)runimond 
Rohert U, Eticniie 
Rohcrt G. Everett 
Peter Finney 
Dexter E. Glunz 
Max lireen 

Marjorie (rreenhaiim 
Kay ller\ ey 

Charles F, IIut< hiiison 
William A. Irwin 
Edith M. Kniitsen 
Joseph Leopohl 
A. W. Lew in 

Rop4*r Lewis 
Joel MePheron 
Mark Martin 
E*lw ard iMead 
E<Iward A. Merrill Jr 
Brice Metcalfe 
Da\id Miller 
C. Burl OIi\ er 

Roy F. Phehus 
William L, Ueiche 
Bill Keiehe 

Arthur R. Roherts Jr 
Ralph Sadler 
Kldon F. Smith 
Alheri K. Van Wapner 
Samuel P. Walker 
KirlKird D. War^I 
Sidne y Matthew W eiss 

Uohert West 
Ward M. Willcox 
Stephen R. Wilhelni 

Ralph W. Williams 

Richard D. W ylly 



FORMER AFFILIATION 



NEW AFFILIATION 



Foote, Cone & Behliiig, Dly w <1., vp 

Slranp Prosser, Seattle, acel exee 

I ten ton & Bow le--, N.A"., copy w rile r 

Bodin**, Be\ eriy Hills, pros 

Foote, Cone & Behliiig, copy superv 

Calkins & Hohlen, Carloek. McCliiiton «S. 

Smith. N.V., dir 
SSC^'CIl, M> 

Edward Petry, N.A ., dir nail t\ op^Tations 
Drisacher, Wheeler & Staff, S.F,, vp 
Fuller Smith & Ross, Chi., ac<'t exee 
Dancer-Fitzserald-Sample, N.A ., acet ex^-c 
Price, l{ohin«on Frank, Chi., acel exec 
Kiidner. \ .Y., acct exec 

Dancer-Fitzgeral»l-Sample, IS. A .. ropy writer 
A. W. Lew in Co, N.V,, partner 

Foot*', Cone ^'C Beldiiig, \.A., copy superv 
Public Belationv Research .Srr\ ice, Pittsb., 

aert «*xcc 
Chambers & Wiswell, Boston, \p 
Dancer-Filzperabl-Sainple, IN .Y ., art dir 
Chri-^tiansen. Chi., iiK'dia <Iir 
Federal, N .A ., \ p 
A. W . L^'w in Co, N .A ., pari ner 

Monroe Greenthal C.o, N.A'., acel ex4*e 
Pan American Airw ays, N .A',, assl to ^ p 
Buchanan & Co, N.A exec \ p 
Benton & Bowles, N.A 1^' eoniiiil (lepi head 
A oung & Ruhicain, S.F., nifjr 
Foote, Cone & Bebliiig, (^hi., exec 
A'oung & Kuhieaiii. IS. A .. legal counsel 
Foole, Cone ^'i' llelding, iN.A ., ro-nigr H<»u»> 
ton office 

W . W . Law renee /4 ilo , Pitt sl»., a*I v iiigr 

Federal, iS'.A ., copy supervisor 

W cstiiipliouse Eb*etric <.orp, Pittsh., central 

piihl div nipr 
Christiansen, Chi., creati\4' ^lir 
John Mather Lupton (^o. iN.A., \ p. copy chief 
A ounp ^ Bubiram, L. 4 .. nigr 
St. G^'orpes & Keyes. jN.A .. acet exec 
A ouiip & Kubicaiii, iN.A., copywriter 
WHSC, Columbia. S. C. sis rep 
A. W , Lew in (^o, IS. A partner 

SSC/411. head of art dept 

t'hoinas F. Coiiroy, San Antonio, exee \\t 
Foote, (M>n4* & Bel ding, N.^ ., Co-ni^ir f Ions- 
Ion o ff i c e 
Williams ^ Saylor Ine, N.^ , 

Bi-nton Bowles, N.^ ., copy group li4iad 



J. Walter Thompson, N.^ ., vp 
Sp4*iicer W. Curlis"^, Seattle, acet exec 
Same, vp 

II. Juneau, L.A., exec 
Same, vp 

Dwell & (^happell, \ p 

Daneer-Fitzgerabl-Saniple, N \ p 

Rohert W . Orr & Assoc., N.^ ., dir radio, t\ 

S.ime, L.A, office 

Same, vp 

Same, vp 

Same, vp 

Frw in, Wasey ^'i' Co, N,^ acet ex4-<- 
Same, v^t 

Lew in, Williams & Saylor Inc, N.^ „ \ p ( firm nier- 

pcr) 
Same, yp 

Wa.sscr, Kay & Phillips, Pittsb., aeel exee 

Same, dir, exee ^p 
Same, \p 
Same, ■yi 
SSC^iB, N.Y., ^p 

Lew in, William^ ^ .Saylor Inc, N.^ pr«s (firm 

nu rger) 
Same, \p 

Geyer, New cll ^ Ganger, N acel exec 

Tracy-Loeke Co, Dalla*-, aeel exec 
Same, \p 
Same, vp 

Strauehen ^ McKini. (Jinc.. topy dir 
Same, vp 
Same, \p 

W asser, Kay \ I'hil lips. Pittsh., aeel extMT 
.Same, vp 

J. M. Malhes, N.^ ., pub rel exec 

Same, vp 
Same, hoard dir 
SaiiK', \p 

Horlon-Noy es. Pro\ i»leiiee, aeet exee 

.Mc(>ann-Erickson, N.^., vp 

(^ox, Columbia, S. C, aeel exee 

Lew in. Williams & Saylor Ine, IS.^,, exee \p (firm 

merper ) 
Same, \ p 

(rieiin. Ft. \\ orth, aeet exee 
Same, vp 

L^'w in, W illiams Sa^ I<»r Inc, iS.^ board i halr- 
inan (firm merger) 

Same, vp 






Numbers after names 
refer to category of 
listing on this page 

James H. Grove (4) 
David Miller (5| 
Joseph Leopold (5) 
Jose di Donato (5) 
Ldv/ard Mead (5J 



IOWA PEOPLE APPROVE 
RADIO'S COMMUNITY WORK 

Radio Regarded More Highly Than Any 
Other Influence Except Churches 



In order to determine what Iowa people think of the job 
radio is doing in this State, the 1950 Iowa Radio Audience 
Survey* asked the following question of every adult in the 
9,110 Iowa families surveyed: 

"/4s yoii knoiv^ the schools, the netvspapers, the 
local government, each has a different job to do. 
Around HERE, ivoidd you say the SCHOOLS are 
doing an excellent, good, fair or poor job? How 
about the NEWSPAPERS? The RADIO STATIONS? 
The LOCAL GOVERNMENT? The CHURCHES?*' 

Replies on each institution or medium were recorded before 
asking about the next one. Here are the results: 



ADULT APPRAISAL OF SCHOOLS, NEWSPAPERS, RADIO, 
GOVERNMENT AND CHURCHES 

(Figures are weighted percentages of all questioned in radio-equipped homesf)' 



WOMEN - ij 
"In this area they 
are doing:" 

An excellent job 
A good job 
Only a fair job 
A poor job 
Don't know '. 




LOCAL 

COVEItHMENT CHURCHES 



3.6% 
45.6 i 
22.0 

4.6 

24.2 ■>■ 



100.0% 



IJOO.0% 100.0% i 100.0% . 100.0% 



23.2% 
64.6 

6.9 

0.4 

4.9 



MEN 

"In this area they 
are doing:" 

An excellent job 10.7% 7.3% 12.2% 

A good job 60.1 65.6 70.9 

Only a fair job 15.0 18.0 13.0 

A poor job 1.3 4.1 1.5 

Don't .know 12.9 5.0 2A 

100.0%» 100.0% 100.0% t 100.0% I 100.0% 



fFigures have been weighted to give correct influence to women and to men in urban, 
village and farm homes. ^ 




Notice that except for cliiirches, 
Iowa men and women believe that 
radio is doing the best job in their 
communily. When Iowa families 
think of radio, they think of 
WHO more often than any other 
station because WHO Is "heard 
regularly" by 72.8% of Iowa's 
radio homes In the daytime — 
by 72.5% at night. Hence their 
wholehearted approval is a testi- 
monial to who's outstanding 
programming ... its awareness 
of civic responsibility . . . and 
its ability to furnish Iowa listeners 
with finest radio service. 

Get all the facts about Iowa radio 
listening. Send for your free 
copy of the 1950 Iowa Radio 
Audience Survey, today! 

sHTlie 1950 Iowa Radio Audieiiee Survey 
is the tliirtccntli annual study of radio 
listening habits in Iowa. It was eon- 
ducted hy Dr. F. L. Whan of Wiihita 
University and his staff. It is based 
on personal interviews with 9,110 
Iowa families and diary records kept 
by 930 Iowa families — all scicntifi- 
eally selected from Iowa's cities, towns, 
villages and farms. It is a "must" for 
every advertising, sales or niarketinfr 
man who is interested in radio in gen- 
eral and the Iowa market in particular. 

wm 

^for Iowa PLUS + 

Des Moines , . . 50,000 Watts 

Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 



FREE & PETERS, INC. 
National Representatives 
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WAY! KMG 



a great name in show business 



a great nante iii radio 
an all-time favorite o f radio audiences 



the sdli's-poiver and 

prestige of this iKtme is 



vo 




"The Wayne King Se:i«eivadk" is a fully script |^ 
show, coniltinins: the music lli;il lias niadc Win 
King famous and the personality that has attract 
millions of loyal customers for advertisers throu' \{ 
out the nation. The program gives TIlESAUKt ^ 
suhscrihcrs another exclusive miisi<'al paekag(i| 
teeming with spous()r-ap[)eal and <'onstantly ^ 




frc>]ie(i tlirougli achlitional THESAURUS relcaj-* 



:ecorded pro 



UADIO COKTOItATION OF \MER1CA K< a victok nivisio 



rr 



IVew ^'ork Cliicagio Holl) wdixI Atlanta Dallas 





/ shirrinii "Tlio W altz l\iui>:'' 
/ . ^ 

/ and his Orchestid 

I 

I feu In ring 
I UARHY II A 1.1. 

// GLORI i rji\ JACQlEU\h: J iMES 
THE WAYNE KISC CIIOIU S 



ihf'lioiir slioiv 




CLIP AND MAIL 
THIS COUPON TODAY I 



racil' 



LL TO SPONSORS 



VOllK liar<l-liittin<r sponsor- selling brocluire 
\()IJK complete audience- Imildiiig proniotiou kit 
roil}l\()l R convincing sales-cliiiclung audition disc 



LL FOR SPONSORS 



YOUR SPONSOR ijets product identification at the heginniii-r and end of 
'y program. Wayne King opens and closes each show 
introduces featured artists. 

VOUR S4'0NS0R's three fulMength coiuinercials are more effective 
,nse Wayne King introduces the local auiu)nncer on each hroadcast. 

i'OUR SI'0NS0R"s show and product are promoted w ith pre-hroadca-l 
Ton-the-air" station hreaks hv Wavne King and featured artists. 



TllESAl HUS SALES DKl'T. 

KCA Recoided Program Scr> ic<"s 

12(t East 23rd Street, Xcw York Id. >. Y. 

Send complete inforiuation onTHESAl HUS with its hasic lihra- 
ry of over 5000 seleclions and 50 i-clectious per month — phi> ils 
new sponsor-selling feature. "Til H W VYM': KINO SKR IvN Al )K." 



N \ M K 

STATION OH \<;K.Nt:\ 
\I)I)I(K.SS 



NORTH CAROLINA 
IS THI SOUTH'S 
No. 1 STATE 



AND 
NORTH 
CAROLINA'S 





North Carolina 
Rates More Firsts In 
Sales Management Survey 
Than Any Other Southern State. 

More North Carolinians Listen 
to WPTF Than to Any 
Other Station 





S INC 



CAROLINA'S 




SAIBMAN 




50,000 

WATTS 

680 Kc. 




NBC 

AFFILIATE 



★ a/so WPTf-m * 
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SPONSOR 



f OH geHing the most 
mi of j our news 






Some li<»t tips from 
experts thai will help 
raiiio-iiews sponsors 



Caujiht up in the global 
war fever, broadcast ad\er- 
lisers are rushing thepe days to buy 
radio news. 

That's tt» be expected. What isn't 
natural, though, is the mistakes many 
sponsors are making. In the stampede 
to get into the act. many are leaping 
before they're looking, snatching up 
newscasts and news commentaries in- 
discriminately. 

In fact, so hectic is the news time- 
buying rush that it's becoming incrcas- 
ingU difficult to buy choice news spots, 
both on the networks and individual 
stations. 

Just precisely how good a buy is 
radio news today? What outlets are 
available to would-be purchasers? How 
can the sponsor in\est his money in 
news programs most profitably? 

SPONSOR passes along the answers 
after conducting a nationwide survey 
among top radio newsmen, wire serv- 
ice experts, radio stations and neo- 
phyte and \eteran news sponsors. (A 
future SPONSOR survey may be dedicat- 
ed to television news, depending on 
bow active bujing becomes in that 
province.) 

There is. first of all, no doubt that 
the Korean crisis has stimulated the 
consumer demand for radio news, rhis 
appetite was shar|)ened to a razor edge 
(hiring the last war. and the change in 
global temperature from hot to cold 
to sizzling has done little to dull that 
edge. 

Although the networks and local ra- 
dio stations spoke broadh' of "a ter- 
rific increase in news listenership, ' 



^ NBC's Tokyo correspondent scored scoop, 
^ interviewed escaping Angus Ward and wife 







THREE NET NEWS SHOW TYPES: ABC'S WINCHELL, COMMENTARY; MUTUAL'S HOLLEY, ROUNDTABLE; CBS' MURROW, NEWSMAG 



SPONSOR found no exact national inea- 
sureiiient had yet been made of the 
new;* audience since the Korean crisis 
broke last nii(bjune. Consequently, 
^l'()^soR made an audience study of 
its own. based on net\\'ork news pro- 
gram figures supplied by the A, C. 
\ielsen Co. 

The study siiowcd that rarlio ne\\'s 
listening had not been bypoed .sin<e 
the Korean crisis as much as expected. 
There \\as a sharp rise in news listen- 
ing over the period from I June. 1950 
to 1 August ( from about 3.7 to a rat- 
ing of about 4.6). But after that, un- 
til the end of November. 1950 (the 
most recent Nielsen general sampling 
at sponsor's presstime) listening lev- 
elled off to an a\ erage of about 4.3. 

In fact, when the total average radio 
news listening per program during No- 
\ ember in (jther years was compared to 
that of '\o\'ember. 1950, the rating 



seems to have decreased. 

The figures run this \\ay : Novem- 
ber. 1947- -5.4: November. 1948— 
5.0: November, 1949—5.4: Novem- 
ber. 1950—4.8. 

But tliis does not mean that radio 
news listening has fallen off. It sug- 
gests, rather, that radio news listening 
is more widely spread out. Be<-ause 
radio stations have doubled and even 
tripled the number of their news pro- 
grams, a point of saturation has ap- 
parently been reached. Audiences, 
therefore, are selec ting their programs 
rather than listening to them all. 

How eager are radio news audiences 
of this moment? It's a reasonable bet 
that interest is keener. After all. since 
last November, reports about the draft, 
taxation, mobilization and tbe fluctuat- 
ing Korean border, have probably add- 
ed to the import of radio news. 

Value of radio news is clearly re- 



ffoic to ffc'i most out of news spottsorship 



DO: 



DON'T: 



1. Use plenty of local and regional 
news. Ths local weather report Is espe- 
cially Imporfanf. 

2. Try to use a "second voice" for the 
commercial (though some newscasters 
do a potent selling job themselves). 

tS, Select a radio station that has an 
organized news bureau and a depend- 
able wire service. 

'f. Buy a news period that's been on 
the air for some time, assuring an 
established audience. 

Rewrite wire news to fit personality 
and style of newscaster. 



j| . Don't present "commentary" in 
guise of straight news. If It's opinion, 
call It that. 

2. Don't buy a newscast a half-hour 
after a prior newscast. Listeners get 
oversaturated. 

Don't tie in commercial with news 
items. Listeners' sensibilities will be 
offended. 

i. Avoid cuteness or gossip in com- 
mentary. Listeners prefer to respect 
their news analysts. 

5. Don't open newscast with main 
commercial. A headline summary at 
least should precede. 



\ealed in a recent sur\'ey. '"[{adio news 
is bigger than you think."' made by 
Pulse, Inc., for Free & Peters. 

Based on a study of 3,000 families 
in seven markets, it sliowed, among 
other things, that radio is preferred 
over all other media for news; that 
radio outranks newspapers by 38*^-^. 
TV by 26H'^/( ; that sales of the product 
advertised on news shows were actual- 
ly 50^7 greater among listeners than 
among non-listeners. 

Of particular ititcrest to sponsors 
was the break-down the study provided 
of kinds of listeners. Persons who lived 
more than 25 miles beyond the city 
limits, for example, had news ratings 
as much as 28'^'r higher than city dwell- 
ers. Also pertinent was this analysis 
of the male-feniale news listeners per 
1.000 sets: 



VIorning 



oon 



N 

Evening 
Late-evening 



Men 
87.4 
54.1 
78.9 
94.9 



Women 
85.4 
85.2 
92.7 
77.5 



Tbe strong sales im|)act that news 
programs exert on adults— especially 
on women — has impelled many big- 
time ad\ ertiscrs to buy itito radio 
news recently. One of the most dra- 
matic illustrations of the current trend 
to bop aboard the news bandwagon is 
B. T. Babbitt, for many years wedded 
to the afternoon '"soap ojiera." Begin- 
ning 15 Januar), it launched what it 
called ''the largest schedule of news 
broadcasts e\'er sponsored by a lead- 
ing radio adverti.scr." It will sjjcnd 
over $1,000,000 a \ear to present five- 
ininute news rc])orts, titled The Iiah-0 
Reporter and Clirn Presents tlie News. 
f^ve times dailv <ncr\ wcekda\' inorn- 
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SPONSOR 



iiig and afternoon over 400 MBS sta- 
tions. 

To embark on a campaign of radio 
news. Babbitt dropped two soa[) operas 
— David Harurn on NBC and Nona 
jroin Nowhere on CBS. [explains an 
onicial of William H. Weintraub, agen- 
cy handling the a<'count: "'It's sinipl) 
that we made surveys and found that 
radio news of national and internation- 
al import would interest women nowa- 
days. They want a imi(]ue ser\ ice of 
this kind." He pointed out. further, 
that Babbitt would make no attempt 
to inject a soap opera human interest 
note into the programs: "We want 
nothing 'soui)),' because we feel ma- 
ture women today want the hard, ob- 
jective facts." 

The thinking that has motivated oth- 
er sponsors to jump into radio news 
broadcasting runs from concern over 
the Korean crisis to the rclativeh low 
costs that news offers. Commented 
James MacVickar. Benton & Bowles ac- 
count executive for Norwich I'harnia- 
cal Co.. which, beginning I February 
will bankroll a .5:25 to 5:30 p.m. seg- 
ment of the Bob Trout Sunday news 
over ICC NBC stations: "W^e dropped 
the daytime ABC radio show, Modern 
Romances, to go into news because we 
feel people are worried about world 
affairs. Besides, we feel that Sunday 
afternoon news time will gi\e us a 
complete family audience." 

A similar attitude was expressed by 
Charles Sherman, radio advertising di- 
rector for Doubleday Book Publishing 
Company, which is picking up the tab 
for the Edwin C. Hill news commen- 
tary on Sundays, 11:15 to 11:30 p,m„ 
on NBC: "Radio news, we feel, will 
give us our biggest adult audience. 
Ironically, we're virtually competing 
against ourselves. People have grown 
so alarmed by the war situation, they 
don't read books as nmch as they used 
to. But a news connnentary may give 
them illumination; even induce them 
to turn for further illumination to 
books." 

The low cost factor induced Miss M. 
A, Wagner, advertising manager for 
Dictograph Products Inc., to purchase 
a series of news programs on the Mu- 
tual network: "We'd already spon- 
sored news on WOR, and decided to 
splurge further. 

"Our past experience," she added, 
"proved to us that radio news provid- 
ed us with the widest audience at the 
lowest cost, as compared to the print- 
{ Please turn to page 91) 
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Mictiitinn at WattT AilKUkt^ 




Merchandising by cards, window displays backs up commercial newscasts on WKZO, WFBM 



r 




Skilled news staffs as at WOW ensure sponsor of full value, bigger listening audience 




Wire service correspondents like the AP's Don Whitehead at Seoul give stations best coverage 
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One cliscoiira^iiig experience in radio didn't keep 

Miles from medium which was to spur firm's rise 



PART TWO 

OF A T^VO-PART STORY 



Schweritt research guides titles 



Wgmvn Favgred HlHtep Haute 



NEXT BEST 
4UPIT10N 



AVERAGE, FIVE 
OTHER AUCiniOKS 



Shrewd application of Hooper, Nielsen and Schwerin 
audience research helped Miles Laboratories reach the 
top ranks in radio advertising. Typical example of Ihis 
approach is the work Schwerin did in auditioning day- 
time serials for Miles. On the basis of tests like the 
one shown above "Hilltop House" was the show chosen 



^Jian^e* Increased Show's ApfiMl 




Alka-Selfzer does not stop with the pre-testing of pro- 
grams. Analyzing the elements with the strongest appeal 
in the serial was the next step. Sixteen episodes over a 
year's period were examined. The sponsor, agency, pro- 
ducers and writers made changes and the audience 
approval score rose as shown in Schwerin chart above 




With the entertainment in fop shape, Miles went to 
work on the commercials. Maximum belief in the ad- 
vertising message was a prime objective in the promo- 
tion of this remedy for headaches and other common 
ailments. Chart above shows how belief varies with 
commercial. Highest-rated approach was one put into use 
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^||3||pfTE The fabulously suoressful 
^"•■"S"" Miles Laboralories, Inc., 
now spending over S8.000.000 annual- 
ly in radio, almost passed up major 
use of the medium which was to he- 
come responsible in large measure for 
the company's growth to sales heights. 

Back in 19.H2. Miles tried radio twice 
on a short-term basis. The first lime 
(with a WL.S, Chicago, rural appeal 
show), sales results were excellent. The 
swond time (with two more elaborate 
regional network operations), nothing, 
or practically nothing, happened to the 
Miles sales curve. 

W ith this second experience burn- 
ing in memory and pocketbook. Miles 
executives were in no mood to finance 
a third radio venture when the Wade 
Advertising Agency in Chicago sug- 
gested sponsorship of one hour of the 
WLS National Barn Dance in Febru- 
ary, 1933. 

Wade, which had handled the first 
two radio ventures for Miles, and 
^^hich had used the air ])rofitably for 
other clients in the past, ])itched hard 
for the Barn Dance. The show was then 
seven years old and had been j)acking 
in capacity crowds at the Kighth Street 
Theatre ("old hayloft") in Chicago — 
despite the in-those-days-considerable 
75-<enl admission charge. 



When the Miles advertising and 
sales departments joined with the agen- 
cy in pressing for the show, manage- 
ment agreed to a trial. It was one of 
those history-making, foitunediuilding 
decisions. And customer reaction was 
quick in showing that Miles had moved 
in the right advertising direction. 
Some 30,{)0{) re(juests for a sample of 
Alka-Seltzer < aine in in res])onse to an 
offer during the first four weeks of the 
series. 

Hy the middle of the summer the 
product was moving so well in the Chi- 



cago area that the program was ex- 
tended to Detroit and Pittsburgh by 
direct wire from WLS. Fourteen more 
stations were added in September, and 
eventually that nundjer went to 95 sta- 
tions on NBC's Blue network. In 1940, 
the Barn Dance was switched to the 
Red network and extended to 133 sta- 
tions. 

As the consumer demand for the new 
drug burst out like water rushing 
through a broken dike, retailers began 
treating Miles salesmen like their best 
customers. Early in 1935. California 
druggists proposed an Alka-Seltzer 
week. Although no support was asked, 
the Elkhart, Ind.. firm jumped into 
the campaign with 1,000 radio an- 
nouncements on all stations in the 
state. Special placards were hung in 
front of street cars in large cities. Win- 
dow displays, counter displays, and 
banners were installed in 3,000 out of 
34,000 retail stores in the state. 

Thousands of new customers were 
created in that one week. 

To back its radio efforts through- 
out the country. Miles put special de- 
tail men to work in every town where 
they used a station. Window trims, 
counter cards, and soda fountain dis- 
pensers were ])laced in as many loca- 
tions as the druggists would permit. 
First, make the retailers and the whole- 
salers conscious of the product and the 



On 16 January the advertising 
fraternity teas saihlened by the 
death of Walter Wade, president 
of the Wade Advertising Agency 
and son of its founder, Albert 
IFade. Walter Wade played a 
key role in the epic radio story 
of Miles Laboratories, told in 
this series. 



SPONSOR 
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Repetitive impact: Miles' two dramat- 
ic features, "One Man's Family" and 
"Hilltop House," are 15-minute serials 
heard across the board. These shows also 
fit in with two other key policies in Miles 
radio thinking. Neither is a high budget 
program and each appeals to different 
segments of Miles mass market. "One 
Man's Family" is heard at 7:45 p.m. 
while "Hilltop House" is on at 3 p.m. 




"One Man's Family" appeals to all sex, age groups 



(£) Riui; 3n Mirror 

Hilltop House," daytime serial, appeals to women 




Joe Kelly became prodigies' straight man Uncle Ezra got his "five watter" Curt Massey now has CBS show Templeton had Miles piano show 



Springboard for new s/iows: Several of 
the "Barn Dance" favorites moved on to 
other Miles programs. Joe Kelly puts 
the Quiz Kids through their paces. Alec 
Templeton and Uncle Ezra had programs 
built around their specialties. Ezra 
broadcast from his "powerful little five 
watter." Massey sings for Alka-Seltzer. 

Barn Dance Stars: Top notch talent 
attracted millions of radio listeners to 
the "National Barn Dance" every Sat- 
urday night. Amos 'n' Andy blackfaced 
on the show as Sam 'n' Henry. The "Barn 
Dance" was longest on Miles schedule 
from 1933-1946. Its astounding success 
marked turning point In Miles air-history. 




Hoosier Hot Shots were top hillbilly talent Amos 'n' Andy were early stars Autry was Barn Dance favorite 



advertising efforts to increase the de- 
mand for it, detail men were told. Then 
take the orders. 

Druggists' satisfaction was indicat- 
ed in a 1940 survey in Chicago. Re- 
tailers in that city rated Alka-Seltzer 
tops in consumer advertising, and 
chose it the item they liked best to sell. 

Alka-Seltzer's success during the 
early years of the Barn Dance spon- 
sorship sold Miles president Charlie 
Beardsley and his associates on radio. 
The Barn Dance provided a warm, 
folksy entertainment that attracted 
large numbers of intensely loyal listen- 
ers. In dollars and cents terms, Miles 
was reaching an audience at the lowest 
cost per thousand. 

The high calibre of the talent heard 
on the Barn Dance was largely respon- 
sible for its sales effectiveness. Among 



the prominent stars who were once 
on the Barn Dance are Gene Autry; 
The Quiz Kids' Joe Kelly; Curt 
Massey; Amos 'n' Andy, who black- 
faced on the show as Sam 'n' Henry; 
Alec Templeton. Templeton, the piano 
satirist who appeared on the show 
many times, was given his own pro- 
gram by Miles in 1939 over NBC. And. 
previously, the popularity of Uncle Ez- 
ra, good-natured cracker barrel philos- 
opher on the Barn Dance, became so 
firmly established that the sponsor had 
created a separate show for him. Uncle 
Ezra, played by Pat Barrett, broadcast 
from his "powerful little five-watter in 
the friendly city of Hosedalc." After 
five years Miles dropped this show in 
1939 feeling that they were duplicat- 
ing the Barn Dance audience. 

With the Barn Dance as the Man 0" 



War in their programing stable, Miles 
entered a number of other shows in 
the contest for expanded sales. Some 
were quickly disposed of and others 
carried the drug firm's colors for many 
seasons-. A season of football broad- 
casts was sponsored on WOWO, Ft. 
Wayne, in 1939 and at that time Miles 
also tried a program titled Calling All 
Poets. Transcriptions were used in 
spot markets, including the serial 
Thank You, Stasia and the variety 
show Comedy Stars of Ilollyuood. 

The complex picture of new shows 
being added while others were dropped 
is a continuous phase of Miles pro- 
graming. The number of winners is 
attributed to the close team work be- 
tween the Wade agency ami such Miles 
officials as Clftirles S. Bear<lsley, now 
(Please turn to page 84) 
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A SPO\SOR iivbutv: 



What really happened in Pitteburgh 

Was the newspaper strike "costly to business" as 

claimed by the ISureau of A«lvertising of tiie AIVPA? 



"^.^ F*itlsl)urgh"s long newspaper strike in 1950. last- 
» t ing from 2 Oclober through 17 November, is now 
\ a hotly contcsled issue — one far remo\ecl from 

picket lines and labor conflicts. The sliuldown of the steel 
cily's newspapers has become regarded as a laboratory test 
in media effectiveness. 

The issue was raised when the Bureau of Advertising of 
the American Newspaper Publishers Association brought 
its considerable promotion and publicity facilities into 



action. Its large advertisements have been apjjearing in 
papers throughout the nation; they describe the Pittsburgh 
test as conclusive evidence of a newspaper's importance to 
a eonnnunity's economy, indirectly minimizing other media. 

SPONSOR, believing that all sides should be heard on this 
significant question for advertisers, has asked the Bureau 
of Advertising and the Broadcast Advertising Bureau to 
present their opposing points of view. SPONSOR publishes 
both without comment. You be the judge. 



Bureau of Advertising 
statement to Sponsor 

In the past few years, a half-dozen large American cities 
have found themselves completely without their daily news- 
papers for periods ranging from a few days to months. 

That these connimnities suffered severely in almost every 
phase of their daily lives was evident in each instance. 
However, not until last fall, when the three Pittsburgh 
newspapers were shut down for 47 days (2 Oetober-17 
November), was a really comprehensive study made of 
how deej)ly such a condition affects both j)eople and busi- 
ness. 

The most thorough investigation in Pittsburgh was the 
one made by the Ketchum, MacLeod & Grove advertising 
agency, which conducted interviews among 508 individu- 
als and dozens of business establishments in 22 retail lines, 
during the third and fourth weeks of the strike. 

This survey documented the fact — not a surprising one. 
in view of other cities' experieiu'c — that f)verwhelming nia- 
joritles°of the people felt the loss of their newspapers keen- 
ly and learned to appreciate their value as never before. 

]''or the present j)urpose, however, our major <'oncern 
is how the absence of newspapers directly affected Pitts- 
burgh's business. The effect was substantial, beyond any 
doubt, as many reliable sonrcc^s of information testify. 

I'he Ketchum survey, for example, discloses: 

"Depdi tineiU stores: Although up over ]*)19 ( when coal 
and steeJ strikes cut Pittsburgh purchasing power to the 



Broadcast Advertising Bureau 
statement to Sponsor 

Broadcasters everywhere were sympathetic with the prob- 
lems of Pittsburgh publishers during the recent newspaper 
strike in that city. The subsequent tactics of the newspaper 
industry in making capital of that event at the expense of 
other media has shocked and disturbed radio leaders. 
The hysterical tone of the newspapers' propaganda theme. 
"What happens when newspapers don't hit town," is built 
on a misleading combination of carefully selected figure*. 
Large full-page ads purported to describe how ''Pitts- 
burgh's experience proves once again that a city without 
newspapers is a city in the dark." Another bogey line. 
''Business, big and small, took a beating." 

Radio may not have the elaborate facilities of newspa- 
pers' Bureau of Advertising to present its case, but it does 
have a far more powerful weapon — the simple facts. And 
matching our truths against their fabrications, the news- 
papers ease collapses quickly. 

The key item in the newspaper advertising campaign is 
"Department store sales nosedive during newspaperless Oc- 
toljer." A chart is used to show that the combined net 
sales of 10 T'ittshurgh stores in October was down 8.6'"? 
compared with 1948. Comparisons are made with that 
year since major coal and steel strikes in late 1949 made 
1950-1949 comparisons unfavorable. The Broadcast Ad- 
vertising Bureau will accept these years for comparison. 
.\o one (jnestions that combined figure, but, just as there 
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Bureau of Advertising 



Broadcasting Advertising Bureau 

(oontirmed) 



(continued ) 

bone), seven of eight stores said (sales) were below ex- 
pectations. . . . The average (•decrease) was slightly under 
12%. 

"Automobile dealers: . . . Percentages of decrease from 
5% to 70%. The average was 42%. 

"Beauty parlors and hair specialists : Five of seven firms 
reported business from 20% to 50^4 below exj)C( tations. 
The average was 32%. 

'^Clothing retailers: Ten of 12 stores reported business 
below expectations. Seven of the 10 firms reported per- 
centages ranging from 10% to 50%.. Average was 2.5%. 

"Drugs: Over-all decreases of 5% to 10% were re- 
ported. One promotional item was off a third in sales 
volume. 

"Entertainment: All firms have been below expectations. 
Firms depending upon 'name' bands and entertainers have 
suffered most. 

"Furniture stores: Downtown locations have been below 
expectations. They expected that business would suffer 
more if the strike continues. 

"Sports events: Those that hadn't had pre-strike promo- 
tion and advance sales had suffered as much as 50^< in 
box office recipts." 

The best clue to the strike's effect, of course, is the ])er- 
formance of department stores, which constitute the largest 
single retail classification in newspaper advertising. The 
findings of the agency survey are confirmed by actual fig- 
ures for the period in question, as reported by the Hureau 
of Business Flesearch of the University of Pittsburgh, which 
for many years has drawn month-by-month comparisons 
in this field from data submitted by the stores themselves. 

According to the University's I{esearch Bureau, the Oc- 
tober sales of 10 key stores were 8.6% below the same 
month of 1948 — the latest comparable year, because of the 
major industrial strikes in the city in 1949. Figures from 
the same source showed department store business running 
ahead of 1948 in the several months preceding the news- 
paper strike: July, up 7.3%; August, up 9.5'^^; Septem- 
ber, up 1.9%. 

The Bureau's November "Pittsburgh Business Review" 
adds this comment: 

"Sales of Pittsburgh department stores were 4% higher 
in October than in September. The 4% increase from 
September to October compares with an average increase 
of 15% between the two months in the past 17 years." 

The testimony of the stores themselves, as stated in the 
first ads run after the strike, shows clearly its adverse 
effects: 

Kaufmann's: "These are amazing buys. You see, with- 
out newspaper we couldn't tell you about them. . . ." 

Spear's : "Due to the unprecedented lack of newsj)aper 
advertising, thousands of dollars worth of special pur- 
chases in furniture, rugs, bedding . . . are piled up in our 
stores and warehouses causing a serious overstocked con- 
dition.' 

Of particular significance is the fact that stores- -while 
sustaining losses estimated as high as 15% to 20'"< — were 
spending as much, or more, in substitute media as they 
had been putting into newspapers. As stated by Depart- 
(Please turn to page 961 



is a lot more to the elk than his antlers, there is much more 
tf) I*ittsburgh business than the figures the Bureau of Ad- 
vertising has chosen to recognize. 

Let's break down that combined sales figure. Store A, 
the largest in town, had no decrease from 1948. Next in 
size, stores B and C increased sales over 1948; the fourth 
ranking retailer had the second largest day in its history 
during the period of the strike; the fifth said sales "were 
up to expectations"; the sixth was slightly below its 1948 
figures. The six top department stores used radio sched- 
ules ranging from extensive to irregular. The other four 
who did not use the medium at all or very little were the 
firms that took the actual beating. It is noteworthy that 
stores A, B, C, D, and E who used the most radio had sales 
increases or no decreases during the strike. 

I3ecause they recognized radio's worth as a public me- 
dium three of Pittsburgh's department stores — all experi- 
enced radio advertisers- -distributed some 380,000 radio 
logs each week to be sure that customers knew when their 
messages would be aired. 

The moral of these facts is that where radio is used 
consistentl) with skill and intelligence business continues 
to prosper. It must be clearly re(x^)gnizcd that none of the 
top retailers in this area utilized the full advertising bud- 
get allocated to newspapers in any other media during the 
strike. Despite the restriction on its full use. radio did an 
outstanding sales job at an exceptionally low cost. As 
Allen Wells, sales promotion manager. Kaufmann Depart- 
ment Stores, was quoted as saying in If omens Wear 
Daily, 11 January, 1950, "The net j)rofit for the period 
was aided by savings in space, production ( newspaper) 
costs." 

This statement and other rej)orts from Pittsburgh point 
up the fact that stores' efforts in radio at that time did not 
anywhere near match their usual newsjiaper expenditures. 

Even more significant in appraising the Pittsburgh ex- 
perience is the picture on what happened when newspapers 
did hit town during the month of October, 1950 through- 
out the country. Again comparing October, 1950 with Oc- 
tober. 1948, Federal Reserve figures show that depart- 
ment store sales nationally dropped 6% . In other words, 
the Pittsburgh drop was part of a national trend, and the 
ANf*A Bureau of Advertising claim becomes more ludi- 
crous. 

Looking at the sales activity of other retailers, the Uni- 
versity of I^ittsburgh's Bureau of Business Research showed 
that women's and children's wear sales were up 11.5% 
over the preceding September. Men's wear sales were iij) 
11.5% over September. Drug sales gained 2.1% in the 
same period, while new car registration was up 16.8' / . 

It is not surprising, therefore, on the basis of these and 
sitnilar increases that the highly respected Bureau of Busi- 
ness Research reached this conclusion in its 30 Xovember. 
1950 bulletin: "Aside from the loss of pay of several thou- 
sand employees of newspapers, the strike had little effect 
on the total economy of the district." Payrolls were up 
3%. and employment was up \%. 

Business in Pittsburgh did not lake a beating. Nor was 
it a city in the dark. 

Radio stations boosted the number of newscasts. Pitts- 
{ Please turn to page 96) 
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MR. AND MRS. GARY GRANT STAR IN TWA'S NEW "MR. AND MRS. BLANDINGS." HALF-HOUR SHOW IS ON 61 NBC STATIONS 



TW 1 takes lo the air 

With first airline-sponsored net show, plus spot 
campaign, firm is aviation's radio/TV hellwether 




TWA^s Damon is pioneer at heart 

Ralph S. Damon, president of TWA, believes in both 
ad and aviation pioneering. At 53, he's been in avia- 
tion 32 years, helped develop famous Condor, world's 
first all-sleeper plane, and World War M's P-47 Thun- 
derbolt fighter plane. Born in Franidin, N. H., he 
was graduated cum laude from Harvard; learned to 
fly in U.S. Army Air Corps in World War I, later 
was president of Curtiss-Wright Airplane Company, 
Republic Aviation Company, American Airlines. 



Pioneering pays off. wheth- 
er )ou're building an air- 
line, initiating a stepped-up schedule, 
or launching a major new flight into 
broadcast advertising. 

That, in a nutshell, is the philosophy 
responsible for the success of Trans 
World Airlines, Inc., the nation's old- 
est transcontinental airline, yet the 
most vigorous air advertising bell- 
wether among the big boys of the bil- 
lion-dollar aviation industry. 

Three trails blazed by TWA make 
its success story (a current annual 
gross of $104,000,000) worthy of study 
by national advertisers: 

1. Twenty-two years ago — on 7 
July, 1920 — TWA inaugurated avia- 
tion's first 48-hour, cross-country lux- 
ury passenger service. And even in 
those days it made sure there was plen- 
ty of accompanying advertising hoop- 
la. Those darlings of aviation, Charles 
A. Lindbergh and Amelia Earhart, 
were selected passengers aboard that 
historic New York-Los .Angeles flight, 
and Mary Pirkford and Gloria Swan- 
son were invited to christen the plane 
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with bottles of grape juice. America 
paid attention. 

2. Four years ago — in January', 
1947, when TWA was ahiiost $9,000.- 
000 in the red, as a resuU of aviation's 
post-war slump — it initiated the first 
intensive radio/TV announcement 
campaign by a major airline. Within 
three years, TWA was back in the 
black with a S3.700,000 profit, par- 
tially as a result of its broadcast ad- 
vertising. 

3. On 21 January — TWA announced 
that it had boosted its radio/TV adver- 
tising ISO'/fj and would be the first 
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Baby Care 



airline to sponsor a regular coast-to- 
( oast radio show { Mr. and Mrs. Bland- 
iiigs, 5:30-6 p.m., Sunday on 61 sta- 
tions of NBC). 

In this article, SPONSOK will describe 
TWA's radio/TV announcement cam- 
paign, leading to its expansion into 
network advertising. What makes 
TWA's air trail-blazing all the more 
remarkable is studying it alongside the 
aviation industry's advertising record. 

Why? Because, though all airlines 
make their living in the air, most of 
them heretofore have been notorious 
for their reluctance to advertise heav- 



ily on the air. And it hasn't been for 
lack of cash, either. 

According to a study made by Avia- 
tion Week, 16 of the nation's 29 sched- 
uled domestic airlines grossed $523,- 
000,000 in 1950; 13 of the 23 inter- 
national airlines grossed $262,000,000; 
and 476 inter-state airlines grossed 
well over $27,000,000. (The non-sched- 
uled airlines, of which there are hun- 
dreds, probably took in over $200,- 
000,000 last year. I An<l not only are 
they grossing more money, but the 
airlines are fattening up on profits. 
[Please turn to page 86) 
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TWA'S SPOT TV COMMERCIALS SELL FAMILY SERVICES, COMFORT OF MODERN FLYING. SCENES ASO^E FROM COMMERCIALS 
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JON AND SONDRA STEELE 




MEL TOKME 



Top Hollywood Talent 

for Local TV Biidsels 



j ■ I ■■ " ' scriptij^ 





KING COLE TKIO 



r 




PATKICIA MOmSON 



HEKB JEFFRIES 



. . . now available in all TV markets! 



SNADER TELEscriptions 



WHAT THEY ARE Top-quaHly 
motion pictures of well-ltnown singing, 
diincing and musical no\clty acts. . . 
filmed in Hollywood expressly for lele- 
vision. Each act is tomplete in itself 
and runs for approximately 3}4 min- 
utes. Opening and close of each act is 
designed for easy integration into any 
length program, in combination with 
live annoimcer or master of c^'renionics 
and smooth inlerhicing of live or 
filmed rommert ials. 

HOW THEY ARE USED In preparing 
programs, each TKV.KscripUon is used 
as though it W4*re an indi\idnal "live" 
act. They may be programmed in 
either 5-mimitc, quarter-hour, half- 
hour, or 4Hie-hour program scrip's. They 
are available for daily or weekly show- 
ings over 1.1. 26, 39 and 52 week periods. 



HOW MANY AVAILABLE Approxi- 
mately 400 TEh,Escriplions are now 
a\ ailable . . . and new nund>ers are be- 
ing added at the rate of ten each week. 

HOW ARE THEY PROGRAMMED 

Station or sponsor may build his own 
program format or use any of a series of 
program format scripts specially prepared 
for use with SNADER TELEscriplions, 
including: 

HOLLYWOOD SPOTLIGHT REVUE 
TAKE ANOTHER LOOK 
BEHIND THE KOOTLIGHTS 
INTERMISSION TI.ME 
THE .\1US1C ALBU.V 
CUEST BOOK 
PARTY TIME 
HOLLYWOOD DIARY 

. . . and other great new program 
formats being added regularly ! 



DOZENS OF BIG-NAME STARS... 
MORE BEING ADDED EVERY WEEK! 



Patricia Morison 
Gale Storm 
Toni Arden 
June Christy 
The Pagans 
Cab Calloway & Orch. 
Charlie Barnet & Orch. 
Lionel Hampton & Orch. 
Count Basie & Orch. 
Miguelito Valdez 
Martha Davis 
The Starltghters 
Carlos Molinas 
Mitchell Choirboys 
The Harmontcats 
Cass County Boys 
Marina Koshetz 
Peggy Lee 
Mel Torme 
Tex Rttter 
Carl Ravazza 



Arthur Lee Sinipkins 
Diana Lynn 
Wesley Tuttle & 

The Westerners 
Guadalajara Trio 
Red Ingle & His 

Natural Seven 
Page Cavanaugh Trio 
Nat "King'; Cole 
Herb Jeffries 
Clark Dennis 
The Pied Pipers 
Merle Travis 
Frank Yankovtc & 

Polka Band 
Red Nichols & His 

5 Pennies 
The Skylarks 
and numerous 
dancing stars 
and groups 
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descriptions Sales 

.. ..A INC. 



CHICAGO— S9 EAST VAN »UREN 
(PHONE WE. 9 34661 



mUBlN R. KAUFMAN, Prctidcrl 
NIW TO«K— 229 WEST *7U0 STREET 



BEVEBLT HILLS— 177 SOUTH BEVERLY DRIVE 



SAN FRANCISCO... 

offered exclusiiely oeer KROi\'-Tl 

PHILADELPHIA... 

offered eielusirely over WFIL-TV 
WASHINGTON . . 

offered ezeluiively over IViVflVV 
CHICAGO . . . 

offered eielusively over WGy-TV 
MINNEAPOLIS. .. 

offered exeliuively over WTCN-TV 
Waleh for the announeemeni of other leading 
TV stations offering S.\ADER TELEscriplions! 



AGENCIES, STATIONS, SPONSORS: "'"5«?<S;,%^l,f "DUaS?**" 
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Daytime television will grow 
to greatness in 19^1. Recog- 
nizing this major broadcast 
advertising trend, SPONSOR 
presents a 40-page section 
devoted to daytime TV. It in- 
cludes information on day- 
time TV's dimensions; costs; 
audience; local and nettvork 
programing; station sign-on 
times; and daytime results. 
(See subject listings at right.) 



J 
\ 



SUBJECT 

Facts and 
Figures 



TV Soap 
Opera 



Spot 
Programing 



Network 
Programing 



Result 
Stories 



V 



Time-on-Air 
Chart 



DESCRIPTION PACE 

Questions and their answers summarizing daytime TV 
highlights, including predictions about the possibility of 
a daytime TV sellout, morning television on the networks 



An analysis of the problems of staging a soap opera five 
times a week on television. Procter & Gamble's venture 
calls for unprecedented sweat — plus plenty of cash 



A roundup of programing trends at stations all over the ^2 
country. Includes descriptions of typical cooking; shop- 
ping; audience participation; d.j.; and interview programs 



It's the network shows that help build peak audiences, 
put daytime television in the spotlight. This is what the 
networks are doing: program types and program outlook 

Two pages of capsuled result stories, covering products 
ranging from automatic pencils to nondescript maple balls 

Includes time station goes on the air and signs off; sets- 
in-market figures; station representatives for all stations 



29 JANUARY 1951 



33 
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The ba?ic fact ahoiit daytime television in 1951 is 
that it's here — and bigtinie already. All the rest is 
commcntar)'. But i)ecaus.e the connnentary. the facts 
and figures that fill in the outlines are always of prime 
importance in making advertising decisions, SPONSOR 
presents them herewith. In the cohnnns at right, the 
highlights of what is probably 1951's most significant 
media trend have been suniniarized in question and 
answer style. More detailed analyses of various phases 
of daytime television apjiear on the pages that follow. 

Throughout, emphasis is on programing and trends 
in the hours up to 5:00 p.m. For daytime television, 
to most radio/TV executives, means programing de- 
signed for the housewife audience and on the air be- 
tween sun-up and the first appearance of the puppets, 
usually at 5:00 p.m. 

The climb of daytime television in 1951 follows 
the success of nighttime television in 1950. With the 
networks and local stations virtually sold out at night, 
advertisers are now anxious to know more about the 
possibilities of daytniie. Many of the leading adver- 
tisers have already plunged in boldly. Procter & 
Gamble, for example, sponsors a daily soap opera 
and 15 minutes across the board of the Kate Smith 
show. During 1951, it is probable that many of the 
broadcast advertising leaders will buy into daytime 
television. And many companies which never used 
IjToadcast advertising before will go on the air for 
the first time via daytime television. 

The fact that there is any daytime television at all 
is a tribute to the power of the medium to influence 
set owners. Only a short time ago, skeptics said there 
would never be extensive daytime telecasting because 
housewives didn't have time enough during the day 
for more activity. Apparently, when there are Kate 
Smith,-., Garry Moores, Johnny Olsens. and dozens of 
likeable if less known personalities sending good en- 
tertainment tlieir way, the housewives find time. 

Ai> the months go by in 1951, there will be more 
and more good programing exerting an attraction on 
the ladie>. Mt)re soap opera.-., more big names, defter 
blending of entertainment and service are in the cards. 
And, day by day, more stations are expanding day- 
time schedules. Already, there are two stations on 
before 7:00 a.m. 



■ Dimensions 

' Q, How many stations art" on the air before 6:00 

I p.m.? 

I A. As of 1 February, 1951, there were 107 sta- 
tions (out of 107) on the air before 6:00 p.m. 

I on one or more day? ( in most cases at least four 
days) per week. (For complete listing of sign- 

I on and sign-oiT times of all 107 stations, see chart 
starting on page 54.) 

I C|. what limes during the «lay do these stations 
eome on the air? 

I A. Among the 107 stations, the lineup of sign-on 

I times is as follows: 

I 64 stations sign on before 12:00 noon 

I 32 sign on between 12:00 noon and 2:00 p.m. 

I 8 sign on between 2:00 and 4:00 p.m. 

I 3 sign on between 4:00 and 6:00 p.m. 

I Of the 64 television stations which sign on the 

I air before 12:00 noon: 

i 2 stations sign on between 6:00 and 7:00 a.m. 

I 14 sign on between 7:00 and 9:00 a.m. 

I 36 sign on between 9:00 and 11:00 a.m. 

I 12 sign on between 11 :00 a.m. and 12:00 noon 

I Q, How rapidly are stations expanding daytime pro- 

I granting? 

I A. If the rapid growth of daytime TV in recent 

I months is an index, by next fall most stations will 

I probably he on the air before noon. To get an 

I idea of how rapid the daytime spurt has been, 

I consider this. A sun^ey of all TV stations in the 

i spring of 1950, made by Batten, Barton, Dur- 

I stine & Osborn, Inc., researchers, found that there 

I were 75 stations on hy 4:00 p.m. As of 1 Feb- 

I ruary, a survey by sponsor indicates that there 

I are 104 stations on the air before 4:00 p.m. 

i\. What are the networks <h)ing in (hiytinie TV? 

' A. CBS, DTN. and NBC have regular sponsored 

I wcck-day afternoon programing. Exclusive of 

i the kids' block from 5:00 to 6:00 p.m., CBS 

I programs three and a half hours daily (from 

* 1 :30 to 5:00 pm.). DTN has two hours of pro- 

I graming for adults (from 12:00 noon to 2:00 

' pm.). And NBC has two hours (froui 3:00 to | 

I 5:00 p.m.). Net work program types vary from 

' cooking shows to variety hours, complete with 

I production numbers. Already, the networks have 
sold the following number of quarter hours in 

I daytime before 5:00, Mondav through Sunday: 

- CBS-TV. 48: NBC-TV, 44; DTN, 8. ABC has 

I 12 (puirter hours sold Saturday and Sunday only. 
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Audience 

How hirnje is the daytime TV aiulienre and when 
is the audience at a peak? 

A. That there is a substantial daytime aiKlieiire 
is indicated hy sets-iii-use figures for various 
markets which frecjuciitly average 15 or above 
from sign-on to 6:00 p.m. 

In general, sets-in-use {)erceutages increase as the 
hour grows later, reaching a peak after 5:00 p.m. 
But, like many another radio/TV generalization, 
this one must be approached with caution. One 
good show or several good shows in a market 
may make sets-in-use figures zoom, though the 
same time in other markets is a low-point. For 
example, in Cincinnati the sels-in-iise figure for 
8:30 a.m. was 12.2 Monday-Friday (according 
to a 5-11 September survey by Videodex). But 
in other markets morning figures are much lower. 

Q, What are some daytime sets-in-use figures in rep- 
resentative television markets? 

A. Here are figures for a dozen markets, com- 
piled by The Pulse. These are Monday to Sun- 
day sets-in-use averages, from sign-on to 6:00 



p.m. 






.\'etr York 


Philadelphia 


Boston 


Oct. 15 8 


10.9 


9.9 


Nov 11 2 


12.7 


10.8 


l>ec. 15.4 


12.8 


11.8 


Jan. 15.6 






Chicago 


Cincinnati 


Washiiiffton ,, D. C 


Oct. 12 r. 


14.5 


8.6 


Nov. 14,.iJ 


15.3 


11.9 


Dec. HJ:.0 


15,0 


12.0 


Los Xngeles 


Cleveland 


Do4/>on 


Oct. 13.2 


12.0 


13.0 


Nov. 13.2 


13,6 


12.2 


Dec. 12,8 


15,7 


12.1 


f<t. Louis 


Columbus 


San Francisco 


Oct. 12.7 


14.9 


10,3 


Nov. 14,2 


13.9 


11.7 


Dec. 14.4 


14.1 


12.8 



Q. What's the composition of tlie <laytime audience 
hy sex? 

A. Naturally enough, the hulk of the afternoon 
weekday viewers are women, until 5:00 p.m. 
when the largest part of the audience is made up 
of kids gaping at the puppets. 

American Research Bureau made an estimate on 
the basis of the daytime radio audience, came up 
with these figures {New York, August 1950) : be- 
tween 12:00 noon and 5:00 p.m., 17% of viewers 
are men; 67/y are women; 16'~( are children un- 
der 16. But between 5:00 and 6:00 p.m., 13'^f 
are men; l'-5'^V are women; 72% are children 
under 16. As you would imagine, the picture 
changes on weekends when men are home from 
work; the percentage of men in the audience rist^s 
above or equal with women. 



Costs 

How do daytime te!e>ision time ci>!«t? c«»nipare 
with oening rates? 

A. For the hours beft)re 6:00 p.m.. the network 
charges 50' < of the evening tinie rale. In gen- 
eral, station daytime rates are also 50' i, of Class 
A evening time. But many stations j)ut the 5:00 
to 6:00 p.m. hours (kid show tinu?) in Class B. 
charging at 7.5^^ of prime evening time. 

Q, Are production costs lower in <laytinie television? 

A, L iiion .-cales do not provide for any differ- 
ential in wage scales for daytime as against eve- 
ning work by musicians, actors, or technicians. 
But production co>ts for most daytime programs 
are much lower than nighttime costs simply he- 
cause there are fewer frills. And the stars, un- 
less they are of the calibre of a Kate Smith, get 
much less diaii nighttime m.c.'s. 

1^. As more sponsors enter daytime programing, 
will competition for audience force costs up in 
the same kin<l of spiral that has charticteri/.cd 
nighttime TV? 

A, Daytime radio remained low (.;ost because of 
the nature of its programing. Similarly, the ba- 
sic daytime TV program types (cooking, shop- 
per, audience participation, and interview-va- 
riety) will keep their modest price tags. Short 
of luiving Hedy Lamarr mixing the biscuit hat- 
ter, you can't pusli a cooking show to the heights. 
Most sponsors won't pour funds into daytime tele- 
vision at anything like the evening rate because 
it can't attract proportionate audiences. 

What's the price range for local participations? 

A, Varying with market and station, one-time 
participation rates lun from as low as $25 for 
one minute on a one-time basis to $250 and be- 
yond. Examples: KPIX Kitchen, San Francisco. 
$35 per participation: In the Kitchen with Mary 
Landis, WBAL-TV, Baltimore. $50 for one 
minute; Margaret Arlen Shou. WCBS-TV. $200 
per one-time participation. 

Q, (]an network shows reach viewers at low cost at 
the [)resent stage of daytime development? 

A. Homemaker s Exchange reaches 109 bomtv 
pei- dollar (November). Garry Moore Show 
reaches 211 women per dollar (December), ac- 
cording to CBS-TV; cost per thousand homes of 
Kate Smith Show is $1.76, and Bert Parks Sh^w 
costs per thousand homes is $3.80 )both Decem- 
ber), according to NBC-TV. 
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Commercials 



Are sponsors allowed more coiiiiiKTeisil time j»er 
program in daytime television? 

A. Advortiser.s get up to lOO'^f more time for 
commercials in daytime programs. But the extra 
allowance dilTers with the station and program. 
Here, to give you a general idea, are the com- 
mercial time allowances listed hy WNBQ, Chi- 
cago, foi' daytime as compared with nighttime. 

(All except uews prog-ains whi"li are same day or nieht) 



Length nf Vrog-ram 

5 niinutPs 
10 
15 
20 
25 
30 
45 
00 



Before 6 p.m. 



1 If) minutes 

2,10 

3 . 00 

3 :30 

4 :00 
4:15 
5;45 
7 00 



After Vi p.m. 



1 :00 nimutes 

2 00 
2'30 
2:40 
2 ;50 
3;00 
4 ,30 
6:00 



fj. How does the comniereial approach differ in day- 
time as compared with evening television? 

A. Selling i^ more personal, more frequently 
done live hy the m.c. or .star. There is more lime 
for telling the complete product story. In addi- 
tion, it's easier to fit conuuercials into the show 
smoothly. Most daytime shows emphasize service 
suhjects which bridge naturally into commercials. 



Sponsors 



Q, Who are some of the national advertisers already 
in network daytime television? 

A. Exclusive of the kid shows, network .spon- 
sors include: Procter & Gamble, R. J. Reynolds, 
International Latex, General Mills, Hudson Pulp 
& Paper, General Food's, Hunt Foods, American 
Home Products, Premier Foods, Sterling Drug. 

Q, What's the trend heen in local teh'vision spon- 
sorship during the day? 

A. Most significant is the enthusiasm department 
stores have shown. Traditionally conservative 
about media other than newsjiapers, department 
stores use television for hard, day-by-day selling 
in almost every television market. One store puts 
i(y/( of its budget into daytime TV. an unprece- 
dented proportion for any broadcast media. 
Other h)cal >ponsor> include retailers, liottling 
()[anl-. l)akers. jcwcders — almost e\er\ kind oi 
business. Manv national advertisers are partici- 
])aling in local shows and buying station breaks. 
Ipana, ('aniu)n Towels, Wlieatciui. Noiwich Phar- 
uiacal are among daytime cid\'erlisers. 



Predictions 



i^. How soon will daytime network television be 
sold out ? 

A. SPONSOR predicts a virtual sellout for day- 
time network television by one year from the 
date of publication of this issue (29 January, 
1950). Pressure is already building up on ad- 
vertisers who have national distribution and want 
to clear a respectable number of stations. In the 
44 single-station markets, there's network time 
for only a dozen to two dozen afternoon program 
sponsors at most, with many of the time periods 
already sold or spoken for. 

Will network programing expand into the morn- 
ing hours? 

A. Yes. NBC, for one, lias plans worked out for 
two hours of morning programing to begin in 
April, SPO.NSOFt learned unofficially. Shows will 
probably include soap operas, and a woman's 
service piogram. CBS has plans, too, for ex- 
tension of its programing into morning hours. 

Q, Will the euthack in TV set pro<!uetion cramp de- 
velopment of playtime TV? 

A. Some. The enthusiasm of advertisers for pur- 
chases of time during the day grows with the 
luind^er of sets in a market. For example, it's dif- 
ficult for a national advertiser to get enthused 
about daytime audiences in markets of under 
25,000 sets because then the daytime sets-in-iise 
figures range only from 2.500 to 3.000 sets. But 
current production regulations are such that sets- 
in-market figures can continue to grow, even 
though more slowly. And in markets where there 
are high set totals the most important factor in 
increasing the daytime audience is programing 
rather than sets. 

Q, Will there he a rush of TX soap operas over 
the coming year? 

A. Several of the soap companies are planning 
to join Procter & Gamble in its noble eiforls to 
convert the radio strip drama for TV. But soap 
company executives may put the brakes on once 
they realize the difficulties involved. P & G may 
be left to experiment alone niilil the bugs are 
ironed out. (For full-length story on the P & G 
venture, see j)age 38. ) 

One intrepid Eastern station is working on a 
completely local live soaji opera, but plans are 
still up in the air. 
( More (jucslions and (ni.sirers on page 71 ) 
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Bat/ time T\ 



AFTERNOON TV 




IS 



HOUSTON 




TV KlTCHKN, cundiicted by Jane 
Christoplier. lnnne economist, 
features new. economical <iisiies, 
siiows the foods actually being 
prepared. A "must" for Hous- 
ton housewives. 



Foley's TV SHOPPER did a ter- 
rific job in the bus strike emer- 
gency, and is now a daily fea- 
ture. "Shopper" Jane Grey and 
store personnel cover the store. 



MATINF.K WITH DICK COTTLIEll 
brings one of Houston's top TV 
personalities to afternoon view- 
ers. Matinee is relaxed, informal 
and entertaining. Paige Thomp- 
son adds color and feminine 
charm. 




Stokeiy's LAIK. H WITH THK 

lai)h:s is an audience participa- 
tion program sparked by pop- 
ular Bill Bryan. A top local 
radio show transplanted to TV. 



KPI{C-'rV*s aftt rnoon 
program schedule is tlie 
biggest thing in Houston. 
All 60,000 sets in the 
greater Houston market arc tuned 
to Houston's only TV station, 
KPRC-TV, with a daily audience 
of 318,000 [)otential customers. 
A galaxy of top national shows 
plus star-studded local shows 
assure afternoon V\ advertisers 
of top notch VV coverage. 

Get the Complete Facts 
from Your Retry Man 





TOP NETWORK SHOWS TOO: 

Kate Smith Gary Moore 



BKsT FOOT KoiiU AHi). conducted 
by gracious and be;iutiful Mary 
fJeth -McDonald, features fashion 
news and make-up demonstra- 
tions, plus practical ideas on 
time anfl worry savers about the 
house. 




CHANNEL 2 

Radio 



m 



HOUSTON 



ond Te/emm 



Jack Harris, General Manager 

Represented Nationally by 
Edward Retry & Co. 
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TEARS REMAIN FIXTURE OF TV SOAP OPERA (NOTE SAD LASS ABOVE), BUT PROBLEMS AND PRODUCTION COSTS MULTIPLY 




vM'aj ■MBtj annj 

..i*^ jiitJIt ^.iSSk ^.'jti 

Show opens witli view of hone model 




i)f a 




soop opera 



Irst Iliiiiclrod Yoiirs'* may he lisirclest. P«&Cii is finding' out 



PROBLEM*.: Rehaarsais every djy make TV serial a grind for casf PROBLEM: Sets must give illusion of two homes, yet fit into tight space 





When the nev\s spread along 
Manhattan Ad Row that 
ii " Procter & Gamble was con- 
templating a five-a-week day- 
time strip drama on television, budget- 
v\ ise gentr) shook their heads over the 
tablecloths upon whieh they totted up 
the supposed totals. Rough guesses by 
stub pencil ran to $16,000. some even 
higher. This was calculated to disen- 
chant even the most rabid TV enthusi- 
ast, especially when contrasted with 
radio daytime serials priced around 
S2.500-$3,750. The accepted explana- 
tion on the street was that Procter & 
Gamble practiced a realistic form of 
knowing-by-doing and was willing to 
underwrite experiment. f*&G. remem- 
ber, prides itself upon possessing in- 
timately detailed knowledge of enter- 
tainment sponsorship procedures. Suf- 
fice that other advertisers were pleased 
that P&G would put up the money and 
face the hazards for in the end they, 
as well as the Cincinnati soapmakers. 
would be able to judge what a televi- 
sion quarter-hour daytime strip entails. 

Weeks and months of preliminary 
conferencing took place at the Benton 
\ Bowles agency before the P&G TV 
serial, on behalf of Tide, was launched 
over CBS on 45 stations. Negotiation 
of economies, the blue-printing of short- 
cuts, the engineering of rehearsal 
schedules all represented stark pioneer- 
ing. Cost was the black cloud o\'er 
everything. Walter Craig, the Benton 
& Bowles program vice president, had 
one question which he repeated again 
and again, "how can we shave that?' 

No official information on costs has 
been given out, but SPONSOR believes 
that The First Hundred Years wias 
brought in for around $11,000 a week, 
for production. If so, this is a real 
job of cutting, meshing, foreshorten- 
ing, telescoping. AND YET — is a day- 
time TV serial "worth'" that kind of 



mone\ ? Smart buyers, most of all 
P&G. will be asking the question. The 
full ansv\er must wait six months, per- 
haps a vear until the ultimate evalua- 
tion of audience popularit} can be 
made. Serials, typiealK . build slov\l} . 
accumulating audience on the hook of 
habit. In radio the factor of audience 
lojalt) has been highly significant so 
that for 20 \ears, and still today, se- 
rials ha\ e been reckoned good sponsor 
buys. \^'hether radio experience will 
be duplicated in video remain> to be 
shown. To justify 1 V production costs, 
a TV serial must, presumably, do sub- 
stantially better than a radio serial. 
A ke) question is this: how much bet- 
ter than a radio serial must a V\ se- 
rial be? Not until audience size and 
sales effect are measurable months 
hence can advertisers figure a correla- 
tion between impact and investment 
which is. of course, the nub of the 
sales management problem. (First 
Pulse rating of the show, for the week 
of 1 December, was 4.0 with a 42' r 
share of audience. This was for the 
first four days on the air.) 

The radio serial s appeal to ad\er- 
tisers has never been obscure. It was 
always and remains today an inexpen- 
sive way to bu\ housewife impact. Pro- 
duction processes were not only tried 
but trite. No agony of creativity was 
involved. There were standard serial 
authors with standard serial plots and 
there were standard leading ladies with 
standard emotions who wept, lamented 
and nobl) sacrificed themselves on cue. 
The fact that an established radio se- 
rial could be rehearsed, bridged for 
music, cued for sound effects, timed to 
stop-watch and ready to go on the air 
after no more than 60 minutes of ac- 
tual in-studio preparations per dail) 
episode spoke volumes for the assem- 
bly-line techniques. True, one adver- 
tiser nsuallv got pretty much what an- 



other advertiser got. v\itli a fev\ qualitv 
exceptions like Hilltop House v\hich 
had superior writing. I)Ut this same- 
ness of output didn t disturb the mon- 
evbags since radif) serials were usual- 
1\' dependable commodities with a 
minimum of complication. 

It was fashionable for years in in- 
tellectual circles to spoof radio serials. 
That bothered an occasional sponsor, 
or his wife, but mostly the critics' sport 
was shrugged olT. No doubt fhe First 
Hundred Years can also shrug off the 
same sort of satire although observer? 
have pointed out. reasonablv. that a 
serial costing S2.5()() a v\eek has a mar- 
gin of "artistic"' tolerance not likely to 
be accorded a serial costing .SI 1.000. 
Which is just one more thing the pro- 
ducers of the F^&G experiment have to 
worry about. 

Any da) time serial, radio or televi- 
sion, is bound to be conditioned in 
some measure b) wear and tear. Writ- 
ers and directors, to say nothing of ac- 
tors and executives, all testify to the 
fatigue factor of doing a show in epi- 
sodic form. This is sure to be far 
more taxing in TX with memorization 
added, plus scenerv. plus costumes, 
plus make-up. plus 10 hours of dailv 
rehearsal instead of the bare one hour 
required for radio's once-ov er-lightly. 

In point here, but not generally re- 
ported outride the intimacy of Col- 
bee's Restaurant, directors of radio se- 
rials sometimes have difficulty main- 
taining professional discipline in the 
studios. This is because the tedium- 
tired actors rebel against the deadly 
sameness daj after day. It is a con- 
vention of the radio serial — and seen 
anew in The First Hundred Years — 
that plot advances at snail's pace, the 
authors characteristically (1) stating 
1 2) restating and l3l saying it again 
for good measure. Script monotony 
(Please turn to page 63 i 



PROBLEM: Commercials must be staged just like rest of action PROBLEM: Memory may lag (Teleprompter is there in reserve) 
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Was it in the daytime when she was alone 
and could plan her day's shopping? 
Was it the time of day when she was open 
to your marketing suggestions? Did you tell 
your story in the morning or early afternoon, 
while shopping lists were tentative? . . . 
If you didn't, you can. Because more 
people watch WCAU-TV at 
this time of day 

than any other Philadelphia station*. 

Advertising Impressions are shopping 
reminders, and Mrs. America is the 
household's daytime purchasing agent. 

Get to the buyer before she gets to 
the store. Remember, the best way to see 
that the lady carries your product out 
is to see that she carries it in — 
on her shopping list. 

* ARB 





These advertisers use WCAU-TV now: 

ABBOTT'S DAIRIES, INC. 
AMERICAN CHICLE 
AMERICAN STORES 
BEAUMONT CO. (4-Way Cold Tablets) 
BIRDSEYE FROZEN FOODS 
BOOTH BEVERAGE CO. 

BOSCO 

CALIFORNIA LIMA BEANS 
CANNON MILLS, INC. (Sheets) 
CHUNK-E-NUT 
E-Z STARCH 

FRANK & SEDER DEPARTMENT STORE 
HORN & HARDART RESTAURANTS & RETAIL SHOPS 
JOHN WANAMAKER DEPARTMENT STORE 
LIT BROTHERS DEPARTMENT STORE 
MONTCO COFFEE 
MY-T-FINE DESSERTS 
NATIONAL BAKERS, INC. (Hollywood Bread) 
PENNA. LAUNDRY CO. 
PICTSWEET FROZEN FOODS 
QUAKER OATS (Aunt Jemima) 
QUAKER SUGAR 
ROBERTS PACKING CO. (Pork Products) 
SOS COMPANY 
SUNSHINE BISCUITS 
SWEL 

VICKS CHEMICAL CO. 

WHEATENA 



The Philadelphia Bulletin Television Station 
CBS affiliate 

Represented by Radio Sales 




Send for the brochure, 
"HOW BIG IS TELEVISION IN PHILADELPHIA?" 




I. ViWKS^G: SHOWS LIKE WDSU'S "NEW ORLEANS COOKBOOK" ARE PROBABLY MOST NUMEROUS OF SPOT PROGRAMS 




I 



2. S'flOflfiitir;: WHIO "World of Fashion" is 
fypical of type found on almost all television stations 




III the fall of 1948. wiien WABD. New 
York, launched an experiinenlal week- 
day daytime selieduie. pessimist? out- 
iiunil)ered !)) far those who gave day- 
time T\ much chance for success. 
Barely two and a half )ears later, the 
arra) of daytime program |)ictures ap- 
pearing on these pages indicate how 
wrong the pessimists were. For each 
of these pi< turc:' represents a program 
tvpe uliicii has become successful in 
pulling audience and in selling goods. 

Programs on daytime television fall 
into lO-odd categories. But si'o.nsOk's 



slud\ of programing all o\'er the coun- 
try suggests one iuiportanl caution: 
what's labeled a cooking show in one 
market ma\ difTer radically from a 
( (lokiug show in another. Daytime 
programing is so flexible that elements 
of any one of the program categories 
may be blended with another. And 
this is frequently an important consid- 
eiation for the a<lvertiser; adding in- 
terviews or entertainment to a service 
show may give it a better chance for a 
big audien<'e: or it may not. depending 
upon ihe personalities involved. It 

SPONSOR 



with Tommy Henrich. 



Margaret Arien, WCBSTV, 
Arlen went from AM to TN^ 



il 



It HAVEFO 





leiice i'artictpation: wcau-TV 

Jlram inside Lit Brothers department store 



5. Uisk Joekoy: "3 to Get Ready," WPTZ, 
is morning wake up counterpart of AM's musical clock 



Cooking shows demonstrating 



pa)S lo stud) formats closeh. 

These are the major programing sta 
pies in local daytime TV: 

1 

recipes. 

2. Shopping shows featuring mer- 
chandise. 

3. Intervie\v-ser\ ice shows, with 
guests interesting to women, plus 
homemaking tips. 

4. Audience participation shows 
with women as contestants. 

5. Disk jockey shows featuring rec- 
ords, chit-chat, interviews. 

6. Movies to appeal to housewives: 
and films ( mainly Western I with a 
club tie-in designed to attract )oung- 
siers. 

7. Variet) shows which are almost 
all entertainment. They differ from 
evening shows in that acts, continuit) 
are slanted for a women's audience. 

8. News shows, though still minor, 
may develop with war's impetus. 

9. Sports are important in summer, 
with baseball replacing other program- 
ing on many local stations. 

In the majority of cases, these pro- 
gram types are sold to regional and 
national advertisers on a participating 
basis. Usually national sales foJlow 
evidence of local success. The most 
important thing the national advertis- 
ers are learning from local sponsors is 
that it's often wise to let the show s 
m.e. handle the commercial. Even 
more than in radio, the personal, local- 
ly flavore<l touch comes across effec- 
tively in television. This is particular- 
ly true when the show is woman's ser- 
vice or cooking and the product is one 
women buy. It's as natural as baking 
a biscuit for the show's star to switch 
from talking about cooking to a com- 
mercial for a flour product, or a food 
brand. 

It's prol>able that there will he plen- 
ty of availabilities throughout 1951 be- 
cause so few of the local shows are 
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tied up b\ single sponsors. The sta- 
tions are pla) ing it that wa) for the 
extra re\enue. But the beit-rated shows 
and the adjacent station breaks are al- 
ready tightening up. Particularly in 
one-station markets, demand for some 
periods runs ahead of supply, a survey 
of station representatives indicates. 

Perhaps the best indication that da) - 
time shows reall) sell is given h) the 
attitude of local departmetit stores. In 
most markets, department s ores are al- 
read) using or are interested in hard- 
selling shopping shows. Since depart- 
ment store advertising must pa) out 
immediately, the proof is there that 
when women see a product on televi- 
sion it frequentl) ends up on their 
shopping lists. 

The Cramer-Krasselt agenc) in Mil- 
waukee, which handles shopper shows 
for several Midwest department stores, 
including Schuster's Feminine rieiv- 
point on WTMJ-TV. Milwaukee, told 
SPONSOR: "1 here is every indication 
that dollar results on shopper shows 
are a\eraging out as well as results 
with newspapers." 

This is high praise for a new< omer 
in the media stable, particularl) since 
most department stores have high 
newspaper discount rates and newspa- 
pers are established in the housewives' 
minds as the place to find featured de- 
partment store items. 

To get a broader pic ture of the suc- 
cess department stores and other ad- 
vertisers have had with daytime tele- 
vision, see the 14 daytime result stories 
which appear later in this section 
( pages 48, 50 ) . And, for a more spe- 
cific look at what daytime programing 
is all about, capsule descriptions of 
programs at stations all over the coun- 
try appear below. Program descrip- 
tions are arranged in groupings by 
t\pe and include costs where they have 
been made available. 

i Please turn to page 66) 
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ft. Sports: In sjmmer, baseball tai,es over on 
nany slatior.s Lnock'nrj ou' st-ic!ly women's proQrcnInfj 




7. 3l0Vi0 eUlb: WCAU-TV "Ghost Riders- 
blends club, Westerns, gives kids reasons for looting 




^l. iff O I* i WMAL matinee appeals to house- 
wives (2:00-3:00 pm). This type program high rating 




fi. \VWS! KfTV reports for housewives; trend is 
to listener interest in news due to Korea situation 



{NfO \y) Cv^mb-in#» t\ pss Ctntkinti: "HomtmjiXen' EvcKjnge" (CES-TV) features recipes, home tips 




^.'tivv- Ibo spijr: 

d^^ vMi the air vi'h 

their re\» d.^M ".■je jV.v-Xaie.v i:v udir^; 

< \ ^x^".-- > . CK5. Nrith s> r.wa\ 
A- >t,^t.or> on the o^We; K/ue ."■^i;*; 
^ ^.-i*- . vuh 5:vpre\irx<iteK ^5 

or the e, 

t h t'^e er.vrj:t"^:K'^"' ot 7>e:vo>rs. 'x<i:';"!? 
^\'r>< ;t>e>. 3a\tinx- te.e\:>'ior. 



Ihouih lival proiramini: for the pa>t 
tvv^ \ e5r> pl«\ei.^ iniporta:n 

ro*e in developirj: ^L^^tinle \ievin^ 
K«bij>, u i> oVv ieu> thiit r.et\>ork iia:re 
qu.-ant'K vill Ke the in^ix'^rtant mapiet 
dur:ii 1*^51 in i.-ira\>iri: l*ri;er tola'.^ 
of d5\tinie Niever?, 

l^hou^h the ma"oril\ b\ far of .~pot 
:ro£ran> are de\ote<,4 to >>on>ar/5 ?-er\- 
ii"^ .-ub e-.n.-v the nelv ork naine pscs.- 
iip-e> de^xartei^i iror.i thL- spproaoh. 



Their strnte^x ; entevtaininent ha< more 
appeal than faet< no matter what the 
aiidieiioe. Thus onl\ oC^,'- of the Knte 
^mith Show format oalU for women's 
>er\ ioe materiah Antl tlie Carry Moore 
Shore conf-\f-l> mainl\ of iTiterview* and 
\ ar'.etv entertainment. 

>lio\\>. however, are completely 
slanted for a woman > aud>enee, a< a 
>ro\.-OR researoher who studied the 
snbjcvt can testifv. For example, a re- 
cent interview on the Garr\ Moore 
Show constitnled what was practically 

\ioarious romantic experience for the 
ladie? at hon:e. The actor iiiterxiewed 
e\pre.-^el^ hi> de\ otioii to women \vith 
>ach enthusiasm, rolling of eyes, and 
moan nj: that the >iudio audience emit- 
ted the kind of squeals Usualb associ- 
ated with Frank Sinatra. The moral is 
that it's a completely different pro- 
iraminir approach, or.e executives 
v\on"t find on shows the\ see at night. 

^5ost siirniticant development in net- 
w ork programing thus far has bean 
the success of the \a:e S":i}h Show 
4:i>0 to 5;C0 P.m.. NBC-TV i. It is 
nov coinr*leteh sold ouL has a Decern- 
ber American Research Bureau rating 
of and a cost per 1.0CX> homes of 






%'ariety: ie-r rs-b S-i- 



Sunday Fare: 



•51.76. a'frordin? to Thus 
the show has a^ihierved d^juHe the rat- 
ings of most daytime ihow;: and. 
while the budget i<t a record for day- 
time fare, it ha^ aihie^ed a lo* T\ 
coit per l.V/J. Time and talent for 
the program hiL- a srraad total of -S6.- 
.500.000 a >ear. ea-ih the bizse^t coc^l 
groi? in television, i 

The Kate ::mith :^hou if designed 
to pro\ide for the need? of both me- 
dium-budget advertiieri and thc^ vho 
i^eek acro=i-the-board ?ponior-hip. The 
first and last ^gment^. therefore, are 
-old on a itrip ba^is. to Procter 1 Gam- 
hie (4:00 to 4:1-5 p.m. and Htint 
Food- 14:4-5 to .5:00 p.m. . The 4:1-5 
to 4:30 portion of the program i? 
sponsored Monday through Friday- re- 
spectively by Com Products Refining- 
Simmons Mattress. Jergens Lotion- 
American Home Product. Jergens Lo- 
tion again. The 4:30 to 4:4.5 portion 
runs as follo%s5: Chesebrough Manu- 
facturing. Corn Products Refining. 
Durkee. Minute Maid. Ha2el Bishop 
lipstick. 

TTiis. in summary, is what these 
sponsors get for their money : 

1. An average of three songs by 
Kate Smith, done against simple back- 
drops. 



2. Thret ,r mjr-r m-s:-*"^ ;r 
cal-vc- a. numbers ~ome ■viir. eiz^T-s-ve 

3. Five mir.'ii'rs f nrT»= ziiid*£" s. 
the Dr:-rrar:i. bv Te<i C;Jir- 

4. Regcdar >ee'si;. -ervice t'e^irurr-. 
:r:lud?r-^ a :a-hi:r; -:l *> leer-a^rr 
lorarn. 

The I'' rmal . : Lne Kar-e Tsfm ^ ^ . sf. 
comi-ining strai~nt entertainnirn: v«ith 
servi-e subjects, is a dep-a-rture ir.m 
prorram tvpes on the air pze^'i'rzs i: 
this fall which in-: i tided: homemakir.j; 
inters^ew; and audience carti:ipati:n. 
These program tyx^e^ on the network:? 
are -imilar. ba^icallv. to ihetr I'ol 
counterparts. Elxamples: Ho'^.emake'-s' 
Exchange CB5-TA . a show -tres-- 
ing recipe^ and fo^id preparation; 
J anity Fair CB5-T\ . an interview 
program. v.-ith former newsparerwom- 
an Dorothv Doan asking the question--: 
Rumpus Room DYS . an aulience 
participation with stunts that are all 
the title implies. 

At the present stage of de\elopment. 
CBS leads in number of programing 
hours, with show; on from 1 :30 to 
5:00 p.m. i exclusive of the children'? 
block > . There are plan? afoot to pu?h 
CBS programing back to morning 
hours. SPONSOR learned, but dimcultv 
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:ern . : n 



' re ^e . 

* titi " r?^ ei 
_-lz:e^- ar.- 

::Ls-:rs vn: 
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\BC has r:-s m li - 



sta^e 



tenn iL;- srr 



~. Mt-L2.v« hile, the net- 

aioii- rrm 3:>' t. 5:;*." ri-m. . ir.- 
•Judir;; the h-:^: Fz^ss ^-jo.!*.. vxr:er\ 
program whxh nc'<» hi- an iI3 \mer- 
i-ran Re^arch Bcxeau radng. 

DuM n:'s r-o h«.i:T"S s:ar: earlie: in 
the cav. njr_ning :r m 12:.*' nocn t-> 
2;' ' D.jn, Pne netwcr?. has n"> Dian- 
for expansion li it; :r-hed:i.e ^^hivh in- 
cludes Rw-.puj Roc~. O'-ca; M .nhe-. 
and Men on ;A<? SjrccV. an inierviev 
shov.. tehit-h Drobab!^ ha^ the lowes; 
production costs in television ^.VBD 
simply stirrks a camera ou: a win- 
dow, aims for the corner ot >5rd and 
Madison where interview ? are condu.'t- 
ed ea-ih da;i . 

P/ecoe- tz.-r. :o 72 



Audience ParticipatiOM: "Rumpus Room is DTN verera- .\ew .AMC Elock: ArC -c- -as -cur src^screc Si-.-C3> s-c-s 
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The time has come for a stabilizing force that will put the rapidly expanding 
television film program industry on a sound basis. O H COIHipOll'^ 



ISA 




S 3 fc. 



UNIfED 

TELEVISION 
PROGRAMS i« 



has now been formed to achieve this goal. 



•fit. 



^, ..U S-. 



Stations, agencies and advertisers can 
now depend on UNITED for top quality 
films made by reputable producers ex- 
pressly for television. Films carefully 



selected and pre-tested for high audience 
ratings. Offered on a firm and equitable 
price basis to all. With delivery of the full 
number of films guaranteed per contract. 



The iuture oi iop'iiight TV programming is in film! ^ (| 



4^ 



Uayth* e T^ 




picture! 



To assure proper tellmg ai^d distribution 
service to all levels of program buyii^g, local as 
virell as regional and national, UNITED has 
Created this nation-wide organization employing 
the established, experienced facilities 

of THREE MAJOR COMPANIES* 




The leodership of these three componies i1n their respective fields 
is widely recognized. They were pioneer foctors in bringing sto- 
bility into the rodio time ond progrom field. They were chosen to 
represent UNITED becouse their combined experience, resources 
ond monpower offer TV program buyers o service now Uflequoled 
in television — ol,l from one centrol, dependable source. 



For further informotton on ovoiiabiiities of "Fireside Thepter" 
end other current offerings, get in touch with 

UNITED TELEVISION PROG RAMS, inc. 

360 N. Michigan Avenue, Chicago I, III. - 488 Madison Avenue, New yorli 22, N. Y. 

8619 Sunsei Boulevard, Las Angelms 46, Calif. or coll any Peiry orSiondord Offic* in Ctiicogo, 

New York, Detroit, St. Louis, Dollos, Oktatioma City, Los Angeles, San Francisco 



of the top-drawer producers 
to ally themselves 
exclusively wiU\ UNITED 

BING CROSBY 

ENTERPRISES 

whose {ilmprop>crties include 



r 



THEATER 



The And highest rated TV show by current 
surveys. Here is the only shovv among the 
top ten virhich can now be bought on lilm for 
regional and local re-showings. Other Crosby 
programs now in the making include 
"Night Editor" with Hal Burdick, and a 
rollicking series of chimpanzee comedies 
without equal for universal appeal. 

Watch for importar\t ar\naur\cemer\ts of 
other leadir\g producers who have 
appair\ted Ur\ited exclusive distributor 
far mare outstar\dir\g film programs. 



DIETARY SlJPPLEMKi\T VARIOUS ITEMS 

^ , — ^ ^ ^ _ : ^ — y 



SPONSOR: \ itrex 



AGENCY: Direct 



CAPSULE CASE HISTORY: The Vitrex people pur- 
chased a $75 partieipation on Hollywood Studio Part). 
a 1:30-3:00 p.m. aiuUenee participation show. A special 
offer of a box of I itrex for S3 or tuv boxes for $5 
brought a rapid response. The commercial, given around 
2:30 p.m.. brought 173 orders for the product by the li^ne 
the show went off the air. For their S75 expenditure, 
the advertiser received a minimum return of $519. 



KTTV. Lo^ Angeles 



PROGRAM: Holly^^ood Siiidio 

Party 




TV Results is a roj^iilar 
SP01\S0K flopartiiioiit appearing' 
ill alternate issues. It 

features capsule case histories 
of a«lvertisor successes with 
the iiieciiiiiii. The 14 

result stories printed here «liffer 
from the usmaB TV Results 
page ill oEily one respect: 
onlv (lavtiine TV successes are noted 



SPONSOR: J,)hn Wanaiiiaker 



AGENCY: Direct 



CAPSULE CASE HLSTORY: Meet Me at the Eagle was 
the show — an hour-and-a-Juilj, Monday to Friday. Fea- 
tured was a one-hour film plus a \5-minule live opening 
anil closing ^''cominerciaT' showing merchandise. Random 
results for the approximate $600 daily expenditure: 25 
items retailing between $1 and $28 on Columbus 



Day ;| 



pulled in 657 phone orders. This doesn't include ottier 
types of orders traceable to TV. And, during second week 
of Deeernber, average daily sales numbered 300. 



WCAU-TV, Philadelphia 



PROGRAM: 



Meet Me at the 
Eagte 



I> VLOiX SHIRTS 



SPONSOR: Gilchrist Co. AGENCY: Direct 

CAPSULE CASE HISTORY: The Gilchrist Company 
sold nylon shirts at a special TV price of $6.99. One an- 
nouncement at a cost of $110 ivas the pitch on Shopping 
Vues. an early afternoon show. The advertiser said 170 
sales were directly attributable to his video commercial: 
for the $110 time cost, a minimum return of close to 
$1,200. After a couple of individual announcemen-ls, Gil- 
christ now has a regular three-times-weekly participation. 



WNAC-TV, Boston 



PROGRAM: Shopping Vues 



]\EWSPAPER COLUMIV 



AGENCY: Direct 



King's 



SPONSOR: Seattle Post-Intelligencer 

CAPSULE CASE HISTORY: The program is 
Queen, a woman's partieipation show televised from a 
special Ilotpoint kitchen. A live participation for $70 
promoted the Prudence Penny column in the newspaper. 
The offer: an apple slieer for 25c. On the first day, over 
600 requests were received for the slieer tvith requests 
still coming in. Also, more women listeners are now fa- 
miliar with the name and column of Prudence Penny. 



KING-TV, Seattle 



PR0(;RAM: Kinc's Queen 



ELECTRIC APPLIANCE 



SPONSOR: D. M. lloluie^ Co. Ltd. AGENCY: Direct 

CAPSl LF, CASE IIIS'IOHY: 77ii5 New Orleans depart- 
ment store sj>(>nsors At Holmes Show, Monday to Friday 
lit 2:30 j).m. IVcstinghouse Flectric Corporation took a 
j)ortion of the show to demonstrate its $39.95 electric 
roaster. .Since the T\ advertising, that department in the 
store shows a greater increase in sales of roasters and 
other appliances than, ever before. The sponsor won't re- 
lease actual figures but says sales gross is heavier than in 
pre-Christmas season. 

^DM-TV New Orleans F'ROGRAM: \t llolmrs Sh«^^ 



CIIILDREIV'S CAPS 



SPONSOR: Sanger Brothers Inc. AGENCY: Direct 

CAPSULE CASE IIISTOKV: For $60 per show, Sanger 
Brothers Department Store launched Webster Wchfoot. 
M-F, 5:30-6:00 p.m. Featured is a stove tie-in like a San- 
ger-lVebster Ifebfoot Club. Membership is obtained by 
picking up a certificate at the store. Merchandise is also 
tied in with the show. One-tlionsand-two-hundred Ifeb- 
sler IVebfoot caps were sold the same day the offer was 
made on video. Other re.wlts: pleased parental goodwill 
and increased store traffic. 

ViFAA-TV, Dallas PROGRAM: Wehster Webfoot 



BEST 



WDEL-TV 

sells your product in the 
nation's top market 

"Wilmington — first in income per 
family among all U. S. Metropolitan 
centers of 100,000 or over." 

Sales Management 1950 Buying Power Survey. 

"Delaware — first in retail store pur- 
chases; has highest per capita ex- 
penditure of any state." 

U.S. Census Bureau— July 2. 1950. 

WDEL-TV the only television station 
in Delaware. Its audience is growing 
by leaps and bounds. NBC and DuMont 
network shows, many popular local 
daytime and evening programs. Let 
WDEL-TV sell your product. 



Represented by 



WGAL-TV 

only station that reaches 
this rich market 



Lancaster, York, Lebanon, Read- 
ing, Harrisburg and adjacent areas 
in Pennsylvania. In addition to its 
ability to produce profitable sales for 
you, WGAL-TV is an ideal test station 
because it is the only station that 
reaches these extremely prosperous 
markets. Top shows from four net- 
works—NBC, ABC, CBS and DuMont. 
WGAL-TV is important in your TV 
sales planning. Write. 



ROBERT MEEKER ASSOCIATES 

NEW YORK LOS ANGELES SAN FRANCISCO CHICAGO 
Steinman Stations • Clair R. McCoUough, Gen. Mgr. 
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AMTOMATl€ PEXCILS 



SPONSOR: Watch Shop Jewelers \(;E\C\: \i. C. Riel.el 

CAPSl LE C \SE HISTORY: The U atrli Shop offered in- 
expensive aiiloinalir pencils free. By using this TV offer, 
they hoped la iticrease traffic in their store during the 
pre-Xnias period. Six live announcements at a cost of 
S285 brought the foHoiiing result: 4,000 inquiries which 
led to hundreds of natch and jeivelry sales. For their 
S28.T expenditure, ff'atch Shop reaped a gross of thou- 
.■iands of dollars and they now expect to buy a regular 
show. 



^;^ AVE-T\ , Louis 



PROGK X.M : Announcenient 



FLOOR LIGHT 



SPONSOR: Lii Brothers 



A(;ENCY: Direel 



CAPSl LE CASE HISTORY: One announcenient on this 
department store'.^ half-hour audience participation shoiv. 
Lits Have Fun. sold some 700 lanijys. One commercial 
featured a floor light retailing at $14.99. As a direct re- 
sult, about 500 of these were sold. In addition, 200-300 
other lamps iient at about the same price. The one-time 
cost for the show is approximately $270; gross sales 
amounted to close to $12,000. 



\V(:\L-T\, Philadelphia 



PROGRAM: Lits Have Fun 



SWA1» SHOP 



SPONSOR: Sustaining AGENCY: None 

CAPSLLE C\SE HISTORY : A twice-weekly daytime Tl 
program called the Swap Shop received an offer of 30.000 
four-inch maple balls for exchunge. A IV KRC-T]' viewer 
had purchased the item from the War Assets Administra- 
tion four years before and couldn't get rid of them via 
neivspaper ads and direct mail. But TJ^ brought hint 120 
offers of cosh hy telephone and telegraph and scores of 
swap deals. Bull included 5.000 letters; 3,400 phone calls 
and .500 telegrams. 



WKRC-TV, Cincinnati 



PROGRAM: Swap .Shop 



WATCH REPAIR 



'SPONSOR: The Watrhman 



AGENCY: Direct 



CAPSULE CASE IILSTORY: Window Shopping, a daily 
Vrt-minute ])articipation shon; carried an offer by The 
JVatchnian for n complete watch rejuvenation. The offer 
included a new case, new hands, new face a.nd band, and 
complete repair for $9.95. Their daily $75 participation 
on. this .5:1.5-5:30 p.m. show has brought in a weekly 
average of $1,990, or an average of 200 ivatch repair or- 
ders ueel.ly for an approximate $375 expenditure. 



WBKB TV, Chicago 



PROGRAM: Window Shopping 




SP()\sf)K: Mama's Cookie- \(,ENCY: Hired 

CAPSLLE CASE HISTORY: Tl is the sole advertising 
used by this baking firm. Originally, Mania's Cookies 
started with livo participations weekly ($150) on the af- 
ternoon I'at 'n Johnii) show. After one week, number of 
participations were increased to five. Then, after 12 par- 
ticipations, the company reported sales of their cookies 
increased from 35,000 boxes to over 165,000 boxes (near- 
ly 500'^y ) and demand is growing. 



\\ \YZ-TV, Detroit 



PROGRAM: Pat 'ii Johnny 



KITCHEN KMFE SET 



SPONSOR: Home Test Products AGENCY: Direct 

CAPSULE CASE HISTORY: The Art Lamb disk jockey 
show provided the video setting for this company'' s all- 
purpose set of kitchen knives which iras being offered for 
$1.95. During the first week, 24o sets sold for a total of 
$1,227.60. After about 10 weeks of the offer, the com- 
any had amassed approximately $12,000 /// orders for a 
total advertising expense of less than $2,000 on this Mon^ 
day to Friday participation progratn. 



WTTG, Washington, D. C. 



PROGRAM: Art Lamb Show 



PLASTIC ORNAMENTS 



SPONSOR: Rabar Plastics Co. AGENCY: Direct 

CAPSLLE CASE HISTORY: During the Christmas sea- 
.son, this firm decided upon TV to sell a package of pla.<>- 
tic Christmas tree ornaments. Homemakers Guide, an af- 
ternoon hobby demonstration-interview show, was the 
sales vehicle. The immediate .sales result for the plastic 
ornaments, a $2.25 item, was a gross of $5.5(K). The com- 
pany reports that its advertising cost for selling one dol- 
lar's worth of merchandise was less than lOo. 

\V\T\, Newark PROGRAM: Homemakers- (;uidr 



CUSTOM HAT SHOP 



SPONSOR: Rohley Hat Co. AGENCY: Direct 

CAPSLLE CASE HISTORY: This custom hat shop de- 
cided to te.-it TJ on the last iveekend in December. Two 
\0:<;econd announcements for $10 u-ere u-sed. A specific 
hat model not promoted in. any other media teas featured 
and resulted in 250 sales. A repeat test on the first week- 
end in January brought 60 more sales. Four \0-second 
.sj)ots for about $80 resulted in the .sale of over 300 hats. 
Sponsor says his bu.siness is up 2^^/< . 



WSBTV, Atlanta 



PROGRAM: Announcements 



WAVE-TV 

FIRST 

IN LOUISVILLE 
ON ALMOST 
EVERY COUNT! 



FIRST ON THE AIR . . . by more than 15 months, 
and now in our third year! 

FIRST IN PROGRAMMING . . . with more than 
75 hours a iveek of superb "theater-like" entertainment, 
featuring the topnotch shows of three television networks 
— NBC, ABC and Diimont! 

FIRST IN ADVERTISING VALUE . . . proven by 

a large and growing list of "blue-chip" sponsors, both 
local and national. 

Get all the fa«'ts and you'll make WAVE-TV jowr first choice! 

WAVE • WAVE -TV • WRXW 

(AM)^ (CHANNEL 5) (FM) 



FREE & PETERS, INC. 




% NATIONAL REPRESENTATIVES 



A straight 
shooting 

i 

partner 



I! 

you cam 
count on 




Range Rider can't miss. This he-man hero is a 
dead-center choice as America's newest television 
cowboy star. As distinctly different a Western per- 
sonality as ever saved a maiden, a mortgage or the 
U.S. Mail, Range Rider towers a lean six feet four 
inches, wears fringed buckskin and moccasins 
I (juvenile fashion editors, please note) and lives 
by his brain and his fists as well as his six-guns. 



And Range Rider's new series of 26 half-hour 
films— made especially for TV— has everything to 
rope and tie a huge audience... Holly wood featured 
players Jack Mahoney as Range Rider and Dick 
Jones as his sidekick, Dick West, the All-American 
Boy. . . hard-riding, hair-trigger action scripted 
by top movie writers... and the same production 
company (Gene Autry's Flying-A Pictures), the 
same camera techniques and same Sierra Madre 
locale that won critics' cheers for Gene's current 
TV series as one of the best of the year. 

Straight from the shoulder. . .here is one of the 
biggest bonanzas since Sutter's Mill for a fast- 
acting advertiser. Just completed, the Range Rider 
series is not yet identified with any sponsor or 
product. You can get into the act with exclusive 
first-run rights in your area (subject of course 
to prior sale). Your nearest Radio Sales repre- 
sentative will be pleased to arrange a command 
showing — even more pleased to discuss details 
and availabilities. 

RADIO SALES 

Radio mid Telcviaion Stations Representative. ..CBS 




RADIO SALES TV PRODUCTIONS: Range Rider, World's Immortal 
Operas, Vienna Philharmonic Orchestra, Hollywood on the Line, 
Gene Autry Show, Strange Adventure. 



ismmmmsiMMmwim 



Sayiime TV 




fttr 107 r.S. Siuii^ns 



there's no mistaking — daytime TV is expanding. 

In Julv. 1950. 18 stations signed on the air before 12:00 noo! 
A clo^e look at the chart below^ shows that of the 107 TV station 
64 station.- now sign on the air before 12:00 noon on one or moi 
days per week: 32 stations sign on between 12:00 noon and 2;i 
p.m.: eight stations sign on between 2:00 p.m. and 4:00 p.u 
three stations sign on the air between 4:00 p.m. and 6:00 p. in. 

A few stations sign on the air at an early time, then go off d 
a couple of hours and sign on again later in the day. WDSU-T^ 
Mew Orleans, as an example, signs on at 10:00 a.m. on Mend 
w ith a newscast and signs off again at 10:15 a.m. WDSU-TV sir- 
on again at 1:00 p.m. and ends the day at 12:00 midnight. 

(Breaks in programing are not indicated in chart below.) 

NOTE: The number of sets in markets is an NBC-TV estimai 
as of 1 January 1951. Total number of set* is 10,549,500. 



CITY AND 
STATION 



NETWORK 
AFFILIATION 



HOURS ON THE AIR 



STATION 
REPS 



Albuquerque 
KOB-TV 



7,000 sets 

ABC, CBS, Sun. 5:15 pm-IO:30 pm 
DTN, NBC Mon, 5:30 pm-IO:30 pm 
Tue, 7:00 pm-IO:30 pm 
Wed, 7:00 pm-IO:45 pm 
Thu, 7:00 pm-IO:30 pm 
Fri, 6:30 pm-IO:30 pm 
Sat, 7:00 pm-IO:30 pm 



Ames 
WOl-TV 



ABC, CBS, 
DTN, NBC 



Atlanta 

WAGA-TV 



WSB-TV 

Baltimore 
WBAL-TV 

WAAM 



CBS, DTN 
ABC, NBC 

NBC 

ABC, DTN 



33,700 sets 

Sun, 12:00 noon-l I ;05 pm 

Mon, 1:30 pm-l2:00 midnight 

Tue, 1 :30 pm-l 1 :30 pm 

Wed, 1:30 pm — 11:00 pm 

Thu, 1 :30 pm-l 1 :30 pm 

Fri, 1:30 pm-l 1:00 pm 

^at, 2 :00 pm-l I :00 pm 

86,200 sets 



Weed 



WMAR-TV 



CBS 



Sun, 2:00 pm-l 1:15 pm 
Mon-Fri, 9:30 pm-ll:30 pm 
Sat, 9:30 am-l2:05 am 

Sun, 12:10 pm-l 1:55 pm 
Mon-Sat, 10:00 am-l2:05 am 

^65,000 sets 

Sun, 1:00 pm-l2:00 midnight 
Mon-Sat, 12:00 noon- 12 -AS 

Sun, 11:55 am-l2:35 am 
Mon, 10:25 am-l 1 :40 pm 
Tue, 10:25 am-l2:25 am 
Wed-Thu, 10:25 am-l2:0S am 
Fri, 10:25 am-l2:IO am 
Sat, 2:55 pm-l2:20 am 

Sun, 1:00 pm-l:30 am 
Mon, 9:00 am-l2:30 am 
Tue. 1 :00 pm-l 1 :30 pm 
Wed, 12:15 pm-l 1:45 pm 
Thu, 12:00 noon-l2:l5 am 
Fri, 1:00 pm-l 1:45 pm 
Sat, 10:15 am-l2:l5 am 



Ka+i 



Retry 



Retry 



CITY AND 
STATION 


NETWORK 
AFFILIATION 


HOURS ON THE AIR 


STATION 
REPS 


WBZ-TV 


NBC 


Sun, 12:30 pm-l 1 :40 pm 
Mon-Fri, 1:30 pm-l2:IO am 
Sat, 12:30 pm-l2:IO am 


NBC Spot 
Sales 


Buffalo 




171,000 sets 




WBEN-TV 


ABC, CBS, 
DTN, NBC 


Sun, 12:30 pm-l 1:15 pm 
Mon, 12:00 noon-l 1:45 pm 
Tue, 12:00 noon-l 1 :40 pm 
Wed-Thu, 12:00 noon-l 1:30 pm 
Fri, 1 1 :30 am-l 1 :30 pm 
Sat, 3:00 pm-l 0:45 pm 


Harringtor 
Righter & 
Rarsons 


Charlotte 




50,400 sets 





WBTV 



Chicago 



ABC, CBS, Sun, 12:30 pm- 12:00 midnight Radio Salr 

DTN, NBC Mon-Tue, I :30 pm-l2:00 midnight (CBS) 

Wed-Thu, 12:45 pm-l2:00 midnight 

Fri, l;30 pm-l2:00 midnight 

Sat, 1:15 pm-l2:00 midnight 



830,000 sets 



WNBQ 



NBC 



Harrington, 
Righter & 
Rarsons 



Katz 



Binghamton 
WNBF-TV 



ABC, CBS, 
DTN, NBC 



31,300 sets •_ 

Sun, 2:15 pm- 1 1 :05 pm 

Mon-Fri, 6:00 pm- 12:00 midnight 

Sat, 5:00 pm-l2:00 midnight 



Boll 



mg 



Birmingham 
V/AFM-TV 

WBRC-TV 

Bloomington 

WTTV 

Boston 

WNAC-TV 



ABC, CBS 
DTN, NBC 



ABC, CBS, 
DTN, NBC 



37^000 se^ 

Sun, 1:00 pm-l2:00 midnight 
Mon-Sat, 10:25 am-l2:l5 am 

Cun, 1 :00 pm-l 1 :00 pm 
Mon-Fri, 1:30 pm-li:00 pm 
Sat, 3:30 pm-l 1 :00 pm 



Radio Sales 
(CBS) 



Raymer 



13,100 sets 

Sun, 2:00 pm-l 1:18 pm 
Mon-Fri, 1:45 pm-l 2:03 am 
Sat, 5:15 pm- 1 1 :33 pm 



Meeker 



ABC. CBS, 
DTN 



642,000 sets 

Sun, 1:00 pm-l2:l5 am 
Mon-Fri, 10:00 am-l2;l5 am 
Sat. 1:00 pm-l 2: 15 am 



Retry 



Sun, 1:30 pm-l2:00 midnight 
Mon-Fri, 11:30 am-l2:00 midnight 
Sat, 4:15 pm-l2:00 midnight 



NBC Spot jJ 
Sales \ 



WBKB 



CBS Sun, I 1:30 am-l2:IO am 

Mon-Tue, 10:00 am-l2:l5 am 
Wed, 10:00 am-l2:25 am 
Thu, 10:00 am-l2:l5 am 
Fri, 10:00 am-l2:25 am 
Sat, 10:00 am-l:40 am 



Weed 



WENR-TV 



ABC 



Sun-Sat, I 1 :00 am-l 1:45 pm 



ABC Spot 
Sales 



WGN-TV 



DTN 



Sun, I 1 :45 am- 1 1 :05 pm 

Mon-Fri, 10:00 am-l2:00 midnight 

Sat, 4:00 pm-l:00 am 



N.Y.— Ben 
Berentso 

West Coast 
Keenan 
Eiclcelbci 



Cincinnati 

WCPO-TV 

V/LW-T 



220,000 sets 



ABC. DTN Sun. 8:00 am-l 1:45 pm 

Mon-Fri, 7:00 am-l;30 am 
Sat, 7:00 am-2:05 am 



Branha 



NBC Sun, 10:00 am-l 1:20 pm 

Mon-Fri, 7:30 am-l2:30 am 
Sat, 7:30 am-2:00 am 



Crosley 



WKRC-TV 



CBS Sun, I 1:45 am-l2:l5 am 

Mon. 9:45 am-l2:l5 am 
Tue, 9:45 am-l2:30 am 
Wed, 9:45 am-l2:l5 am 
Thu, 9:45 am-l2:30 am 
Fri-Saf, 9:45 am-l2:l5 am 



Katz 



Cleveland 
WXEL 



ABC, CBS, 
DTN 



396,00 0 sets 

Sun, 12:00 noon-l I :30 pm 
Mon, 12:30 pm-IO:l5 pm 
Tue, 12:30 pm-l 1:15 pm 
Wed, 12:30 pm-l2;30 am 
Thu, 12:30 pm-l2:l5 am 
Fri, 12:30 pm-l 1:15 pm 
Sat, 9:30 am-l 2:30 am 



Katz 



[I'leuse turn to page 56) 



i 




Feature filrns are the most popular eulerlaiiinicnt in Southern Cali- 
fornia's 900,000 TV homes — day or night. KFI-T\^ oilers the (hiylime 
audience more fihii features than any other stiition — one at 10:00 
A.M., anoliier at 2:00 P.M. — and to advertisers, availahilities with 
huge audiences at h)\v cost per 1000 families heeause these features 
are participating. PETRY TV has the story. 



KFI-TV 

Earic €. Aiitlioiiy, liie. 

Channel 9 



iririi/tiiiif TV 



llrft/fiiitc* TV: Tiiiie.v of .S'if/ii-«ii fiiirf Sif/ii-off for 107 LJ. S. Stutiatis (cinitiniied) 



CITY AN D 
STATION 



NETWORK 
AFFILIATION 



HOURS ON THE AIR 



STATION 
REPS 



WNBK 



WEWS 



NBC Sun, 2:55 pm-12:05 am 

Mon-Fri, 12:55 pm-l2:05 am 
Sat, 3:55 Dm- 1 1:35 pm 



NBC Spot 
Sales 



ABC, CBS Sun, 10:45 am-l:00 am 
Mon, 9:00 am- 1 :20 am 
Tue-Wed, 9:00 am- 1:05 am 
Thu, 9:00 am-l2:35 am 
Fri, 9:00 am-l :35 am 
Sat, 10:00 am-l :00 am 



Branham 



Columbus 

I _ 

WLW-C 

I, 

I, - 

WBNS-TV 
WTVN 



120,000 sets 



NBC 



CBS 



Sun, 10:25 am-l 1:21 pm 
Mon-Fri, 7:30 am-l2:30 am 
Sat. 7:30 am-2:00 am 



Crosley 



ABC, DTN 



Sun, I 2:30 pm- 1 1 :30 pm 
Mon-Fri, 9:45 am-l 1:40 pm 
Sat, 1:00 pm-l 1:30 pm 

Sun, I 1 :50 am- l2:20 am 
Mon-Tue, 11:50 am-l 1:45 pm 
Wed, I 1:50 am-l2:l5 am 
Thu, I 1 :50 am-l2:40 am 
Fri, I 1 :50 am-l I :45 pm 
Sat, I 1:50 am- 12:45 am 



Blair 



Headley- 
Reed 



Dallas 
KRLD-TV 



CBS 



WFAA-TV 

Davenport 
WOC-TV 



Dayton 
WLW-D 



ABC, DTN, 
NBC, Para- 
mount 



56,500 sets 

Sun, 2:45 pm- 10:45 pm 
Mon, 2:15 pm-IO:IO pm 
Tue, 2:45 pm- 10:20 pm 
Wed-Thu, 2:45 pm-IO:IO pm 
Fri, 2:45 pm-IO:25 pm 
Sat, 5:30 pm-IO:25 pm 

Sun-Sat, 4:00 pm-IO:30 pm 



Branham 



NBC 



38,500 sets 

Sun, 1:15 pm-l 1 :00 pm 

Mon-Fri, 12:00 noon- 1 2:00 midnight 

Sat, 2:00 pm- 1 1 :00 pm 



Petry 



Free & Peters 



107,000 sets 



NBC 



WHIO-TV 



ABC, CBS 



Sun, 10:30 am-l 1:30 pm 
Mon-Fri 7:30 am-l2:30 am 
Sat, 7:30 am-2:00 am 

Sun, I 1 :45 am- 1 1 :40 pm 
Mon-Thu, 9:50 am-l2:IO am 
Fri, 9:50 am-l2:45 am 
Sat, 8:30 am- 1:05 am 



Crosley 



Hollingbery 



Detroit 



WWJ-TV 



WJBK-TV 



NBC 



CBS, DTN 



405,000 sets _ 

Sun, 12:30 pm-l2:45 am 
Mon-Fri, 11:15 am-l2:l5 am 
Sat, 2:15 pm-l2:45 am 



WXYZ-TV 

Erie 
WICU 



ABC 



ABC, CBS, 
DTN, NBC 



Sun, I 1:25 am-l2:30 am 
Mon, 9:55 am-l: 15 am 
Tue-Fri, 9:55 am- 1 2:45 am 
Sat , 9:55 am-l2:00 midnight 

Sun-Sat, 6:45 am- 1:00 am 



40,100 sets 



Sun, I 1:55 am-l 1:30 pm 
Mon, 11:55 am-l 1:40 pm 
Tue, I 1 :55 am-l2:30 am 
Wed, I 1 :55 am-l 1:40 pm 
Thu, I 1:55 am-l 1:55 pm 
Fri, I 1:55 am-l2:IO am 
Sat, 4:45 pm-l2:05 am 



Holllngbery 



Katz 



ABC Spot 
Sales 



Headley- 
Reed 



Fort Worth 

WBAP-TV ABC, NBC 



Grand Rapids 
WLAV-TV 



ABC, CBS, 
DTN, NBC 



44,100 sets 

Sun, 2:45 pm- 1 1 :00 pm 

Mon-Fri, 12:45 pm-l2:00 midnight 

Sat, I I :00 am-l 1 :30 pm 

70,000 sets 

Sun, 1 :30 pm- 1 1 :55 pm 
Mon, I I :05 am-l2:30 am 
Tue-Fri, 12:50 pm-l2:30 am 
Sat, 3:20 pm-l 2:05 am 



Free & Peters 



Pearson 



CITY AND 
STATION 



NETWORK 
AFFILIATION 



HOURS ON THE AlR 



STATIO 
REPS 



Greensboro 



42,000 sets 



WFMY-TV 


ABC, CBS, 
DTN, NBC 


Sun, 1:00 pm-l 1:30 pm 

Mon-rn, 1:30 pm- 12:00 midnight 

Sat, 3:30 pm- 1 1:00 pm 


Harrinyt^ 

n* 1 1 

Righter 
Parsons 


Houston 




59,300 sets 




KPRC-TV 


ABC, CBS, 
DTN, NBC 


Sun, 12:30 pm-l2:30 am 
Mon-Fri, 1:15 pm-l2:l5 am 
Sat, 3:30 pm-l2:45 am 


Petry 


Huntington 




32,500 sets 




WSAZ-TV 


ABC, CBS, 
DTN, NBC 


Sun, 1 :30 pm-3:30 pm 
Mon, 9:30 am-l 1:00 pm 
Tue-Fri, 2:30 pm-l 1:00 pm 
^ai, £.13 pm-l 1 .uu pm 


Katz 






00,7W bclb 




WFBM-TV 


ABC, CBS. 
NBC 


Sun, 1 1 :00 am-l2:30 am 

Mon, 11:15 am- 12:00 midnight 

Tue. 12:30 pm-l2:l5 am 

Wed-Fri, l2:30-pm-l2:00 midnight 

Sat, 12:00 noon-l2:30 am 


Katz 


Jacksonville 




26,000 sets 




WMBR-TV 


ABC, CBS, 
DTN, NBC 


Sun, 12:45 pm-l2:00 midnight 
Mon-Fri, 1:00 pm-l2:00 midnight 
Sat, 1 1 :00 am-l 1 :30 pm 


Avery-Ka; 


Johnstown 




61,300 sets 





WJAC-TV ABC, CBS, Sun, I 1 :20 am- 1 :30 am 

DTN, NBC Mon, I 1:55 am-l 1:45 pm 

Tue-Wed, 1:25 pm-l2:00 midnight 

Thu, 1:25 pm-l 1:00 pm 

Fri, 1:25 pm- 12:30 am 

Sat, 2:10 pm-l2:00 midnight 



Headley- 
Reed 



Kalamazoo 
WKZO-TV 

Kansas City 
WDAF-TV 



31,100 sets 



CBS Sun, 4:00 pm-l 1:10 pm 

Mon-Fri, 1:30 pm-l 1:10 pm 
Sat, 2:00 pm-l2:25 am 



Avery-Kn 



93,200 sets 



ABC, CBS, 
NBC 



Sun, 12:25 pm-l 1:30 pm 

Mon, 12:15 pm-l2:00 midnight 

Tue, 3:00 pm-l I ;30 pm 

Wed, 2:30 pm-l 1:30 pm 

Thu, 3:00 pm-l 1:30 pm 

Fri, 2:30 pm-IO:50 pm 

Sat, 1:15 pm-l 1:15 pm 



Harringt^ 

Righter 

Parsons 



Lancaster 
WGAL-TV 

Lansing 
WJIM-TV 



76,500 sets 

ABC, CBS, Sun, 12:00 noon-l2:l5 am 
DTN, NBC Mon-Fri, 1:45 pm-l2:l5 am 
Sat, 9:45 am-l2:l5 am 



MeeVe 



40,000 sets 



ABC, CBS, 
DTN, NBC 



Sun, 4: 1 5 pm- 1 1 :45 pm 

Mon-Fri, 5:00 pm-l 2:00 midnight 

Sat, 5:15 pm- 11:15 pm 



H-R Rep 



Los Angeles 



KTLA 



KFI-TV 



KLAC-TV 



KTTV 



801,000 sets 

Sun, 10:30 am-l 1:00 pm 
Mon, 5:30 pm-l 1:15 pm 
Tue-Thu, 5:30 pm-l 1:45 pm 
Fri, 5:30 pm-l2:l5 am 
Sat, 10:00 am- l 1 : 1 5 pm 



Raymer 



Sun, I 1 :00 am-6:00 pm 
Mon-Fri, 9:00 am-IO:00 pm 
Sat. 10:30 am-7:30 pm 



Petry 



CBS 



Sun, 9:00 am-l 1 :40 pm 
Mon-Thu, 9:00 am-l 1:15 pm 
Fri, 9:00 am-l2:l5 am 
Sat. 9: 30 am-l2:05 am 

Sun, 1 :45 pm- 1 1 :00 pm 

Mon-Fri, 12:00 noon-l2:00 midnight 

Sat, 3:45 pm-l 1 :30 pm 

{Intense lurn to page Si!) 



Katz 



Radio Sil 
(CBS) i 




I. 

VOWED MAIDA McSPINSTER, "TONIGHT MY BOY CHAUNCEY, 
SO HELP ME, IS GOING TO BECOME MY FIANCE!" 




AND WHAT GOOD'S A LOUSE WHO JUST WANTS TO PLAY HOUSE 
WHEN A GAL'S GOT HER HEART REALLY SET ON A SPOUSE? 





CAIL ( 





2. 

BUT, SAD TO RELATE, IN SELECTING HER LURE, 

THE LASS'S TECHNIQUE PROVED EXTREMELY UNSURE. 



For Happy Results in Dayton 
Try Smart Young JUDY KING 



W i t li her fabulous 
"World of Fashion" TV 
Show (week-days 1-1:30 
P. M.) this captivating 
yonng lady has demon- 
strated a sales technique 
second to none. Ex-IIolly- 
wood starlet, housewife 
and doting young 
mother, she comhines human warmth, talent and 
glamour in an appeal that women find downright 
irresistible. Let National Representative George P. 
IloUingbery Co. tell you about her sales success 
stories — her personal mailing list built by viewers' 
requests — her £r%'ailabilities. She can sell for yon! 




MORAL: Woo your Dayton market 
through Dayton's first and 
favorite station — WHIO-TV. 
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DAYTON, OHIO 



•k Dayton has been an afternoon TV 
toivn from the start — mid ofjers 
(last count!) 162,000 receivers. 



I 



, Itityt'nne TV: Times ttf Siyn-on «iid Sign-off for 107 t. S. Stations (vouthtued) 



- CITY AND 
1 STATION 



NETWORK 
AFFILIATION HOURS ON THL AIR 



STATION 
REPS 



V KNBH 

\ KECA-TV 
KTSL 



Louisville 

N 

W HAS -TV 



NBC 

ABC 
DTN 



Sun, 5:00 pm-l2:00 midnight 
Mon-Fri, 9:30 am-l2:00 midnight 
Sat, 5:00 pm- 1 1 :30 pm 

Sun-Sat, 12:33 pm-l:30 am 



NBC Spot 
Sales 



Sun (dark) 

Mon-Thu, 5:30 pm-l2:00 midnight 
Fri, 5;I5 pm-l2:00 midnight 
Sat, 5:15 pm-l 1 :00 pm 

73,300 sets 



ABC Spot 
Sales 

Blair 



CBS 



I 



WAVE-TV 

Memphis 
WMCT 



ABC, NBC 



ABC, CBS, 
DTN, NBC 



Sun, 2:00 pm-l2:00 midnight 
Mon, 12:30 pm-IO:30 pm 
Tue, 12:30 pm-IO:55 pm 
Wed, 12:30 pm-IO:l5 pm 
Thu, 1-2:30 pm-l 1:15 pm 
Fri, 12:30 pm-l 0:45 pm 
Sat, 1:15 pm-IO:40 pm 

Sun, 1:30 pm-l2:00 midnight 
Mon-Fri, I :30 pm-l2:00 midnight 
Sat, 1:30 pm-l 2:00 midnight 

70,100 sets 



Retry 



Miami 
WTVJ 



ABC, CBS, 
DTN, NBC 



Sun, 12:00 noon-l2:05 am 
Mon, 12:00 noon-l2:35 am 
Tue-Thu, 12:00 noon-l2:05 am 
Fri, 12:00 noon-l I :35 pm 
Sat, 12:00 noon-l 1 :45 pm 

50,000 sets 

Sun, 10:30 am-l 1 :45 pm 
Mon, 12:00 noon-l2:l5 am 
Tue, 12:00 noon-l2:30 am 
Wed, 12:00 noon-l 1:30 pm 
Thu, 12:00 noon-l2:l5 am 
Fri, 12:00 noon-l2:30 am 
Sat, 1:30 Dm-I2:45 am 



Free & Peters 



Branham 



Free & Peters 



Milwaukee 

WTMJ-TV 



202,000 sets 



ABC, CBS, 
DTN, NBC 



Sun, 12:30 pm-l2:00 midnight 
Mon-Fri, I 2:00 noon-l 2:00 midnight 
Sat, 3:00 pm-l 1 :00 pm 



Harrington, 
Righter & 
Parsons 



Minneapolis-St. Paul 217,000 sets 



KSTP-TV 
WTCN-TV 



NBC 

ABC, CBS, 
DTN 



Fun-Sat, 12:00 noon-l2:00 midnight Petry 



Nashville 

WSM-TV 

Newark 
WATV 

New Haven 
WNHC-TV 



Sun, 10:15 am-l2:45 am 
Mon, 10:15 am-12:20 am 
Tue, 10:00 am- 1 2:20 am 
Wed, 10:15 am-12:35 am 
Thu, 10:15 am-l2:50 am 
Fri, 10:15 am-l2:35 am 
Sat, 8:30 am- 1:00 am 

23,000 sets 



Free & Peters 



ABC, CBS, 
DTN. NBC 



Sun-Fri, 2:00 pm-l 1:00 pm Petry 
Sat, 10:30 am-l 1:00 prri 

(Sets included In New York market) 



Sun, 12:00 noon-l :00 am 
Mon-Fri, 11:15 am-l :00 am 
Sat, 12:30 pm-l :00 am 



Weed 



130,000 sets 



ABC. CBS, 
DTN, NBC 



Sun 12:00 noon-l 1:15 pm 
Mon, 1 :30 pm- 1 I :45 pm 
1:30 pm-l2:l5 am 

r\ 1 1 .AC — 



Kati 



:45 pm 
:45 pm 



New Orleans 

WDSU-TV 



ABC. CBS, 
DTN, NBC 



Tue, r- 

Wed, 1:30 pm-l 1:45 pm 
Thu, 1 :30 pm-l2:45 am 
Fri, 1 :30 pm-l 1 :45 om 
Sat, I I :30 am-l 

47,200 sets 

Sun, II :00 dm-l2:00 midnight 
Mon-Thu, 10:00 dm-l2:05 am 
Fri, 10:00 dm-l2:30 am 
Sat, 10:00 dm-l2:35 am 



Blair 



CITY ANO 
STATION 



NETWORK 
AFFILIATION 



HOURS ON THE AIR 



STATION 
REPS 



New York 

WOR-TV 



2,050,000 sets 



Sun, 4:30 pm-l2:00 midnight 
Mon, 9:30 am-l 1 :45 pm 
Tue-Wed, 9:30 am- 1 2:00 midnight 
Thu, 9:30 am-l2:l5 am 
Fri, 9:30 am-l2:45 am 
Sat, 2:00 pm-l :00 am 



Boston— K( 
tell-C«i 

S.F.. L.A. 

Portland- 
Keensn 
Eietelb, 



WABD 



DTN 



WPIX 
WCBS-TV 

WNBT 

WJZ-TV 

Norfolk 
WTAR-TV 



CBS 



NBC 



Sun, 2:30 pm- 1 1 :05 pm 
Mon, 9:15 am-l I :05 pm 
Tue, 9:15 am-l 1 :35 pm 
Wed, 9:15 am-l2:20 am 
Thu, 9:15 am-l2:35 am 
Fri, 9:15 am-l I :05 pm 
Sat. 6:00 pm-l2:20 am 

Sun, I KOO am- 1 :00 am 
Mon-Thu, 12:00 noon- 1:15 am 
Fri-Sat, I 1:30 am-l:15 am 

Sun, 9:55 am-l 1:15 pm 
Mon, 11:15 am-l I :30 pm 
Tue-Fri, 10:00 am-l 1 :30 pm 
Sat, 10:00 am-l 1 :00 pm 

Sun, 9:30 am-l 1 :45 pm 

Mon-Fri, 11:00 am- 1 2:00 midnight 

Sat, 9:30 am-l 1:45 pm 



DTN 



Free & P,.| 



Radio Salt 
(CBS) 



N BC Spot 
Sales 



ABC 



Sun-Sat, 11:30-12:00 midnight 



ABC Spot, 
Sales 



50,500 sets 



ABC, CBS, Sun, 2:00 pm-l2:00 midnight 
DTN, NBC Mon-Fri, 10:00 am-l2:05 am 
Sat, 12:15 pm-l2:00 midnight 



Oklahoma City 



68,000 sets 



WKY-TV 

Omaha 
KMTV 



ABC, CBS, 
DTN, NBC 



Sun, 1:30 pm-l 2:00 midnight 
Mon-Fri, 1:00 pm-l 2:00 midnight 
Sat, 3:00 pm-l2:00 midnight 

55,800 sets 



Petry 



Kati 



ABC, CBS 



WOW -TV 



DTN, NBC 



Sun, 1 2:25 pm- 11:15 pm 
Mon, 12:30 pm-l 1 :00 pm 
Tue, 12:30 pm-IO:25 pm 
Wed, 12:30 pm-IO:40 pm 
Thu, 12:30 pm-l 1 :40 pm 
Fri, 12:30 pm-l 1 :30 pm 
Sat, 5:00 pm-IO:00 pm 

Sun, 1:45 pm-l 1:00 pm 
Mon-Fri, 1:00 pm-l2:05 am 
Sat, 3:00 pm- 12:05 am 



Kati 



Blair 



Philadelphia 
WFIL-TV ABC 



750,000 sets 



WCAU-TV 



CBS 



WPTZ 



NBC 



Phoenix 

KPHO-TV 



Sun I I :45 am- 1 1 :00 pm 
Mon, 7:15 am- 1 I ;30 pm 
Tue, 11:00 am-l2:00 midnight 
Wed, I 1:00 am-l2:IO am 
Thu, I 1 :00 am-l I :45 pm 
Fri, I I :00 am-l 1 :30 pm 
Sat, I 1 :30 am-l2:30 am 

Sun, 10:00 am-l :00 am 
Mon, 10:00 am-l :30 am 
Tue, 8:00 am-l :50 am 
Wed, 8:00 am-l :45 am 
Thu, 8:00 am- 1 :35 am 
Fri, 8:00 am-l :30 am 
Sat, I 1 :00 am-l2:30 am 

Sun, I I ;00 am-l2:l5 am 
Mon-Fri, 7:30 am-l2:00 midnight 
Sat, 9:00 am-l 1 :30 pm 

25,100 sets 



Kati 



Radio Sale 
(CBS) 



NBC Spot 
Sales 



ABC, CBS, Sun, 4:00 pm-ll:30 pm 
DTN, NBC Mon-Sat, 2:00 pm-ll:30 pm 

[Flense turn to poge I 



Petry 



IPntftimr-' 1 v 



At last 
a complete 
television 
program 



service 



FIRESIDE THEATER 

for Procter and Gamble 

ROYAL PLAYHOUSE 

Fireside's new name 
for regional sponsors 

NIGHT EDITOR 

The famous Hal Burdick radio series 
brought to television 

o 

PROFESSOR LIGHTSKULL, 
THE MIGHTY CHIMP 

Mysteries solved by Profcsior 
Lightskull. the great chimpanzee 
detective, his assistant 
Doc Twiddle, and his all chimp cast 

Several additional film packnges 
wider preparation 




Congratulations, United Television Programs, Inc. 



In particular, congratulations for your speed in setting a record \'olume 
of sales for our Royal Playhouse, America's great television dramatic 
program. 

\ours is truly more than a name. In I'etry, Standard Radio Transcrip- 
tions, and Century Artists you have united the skill and the background 
of three top flight successful organizations in the radio, recording and 
talent fields. 

This combination of creati\e, production, and selling know-how with 
service offices in strategic markets is bound to prove of inestimable help 
to agencies and their clients alike. 

Crosby Enterprises is happy to place the distribution of its television 
film productions in your experienced hands. 



TELEVISION 



J9 WUL DIVISION 



9028 SUNSET BOULEVARD, HOLLYWOOD 46, CALIFORNIA • 8822 WEST WASHINGTON BOULEVARD, CULVER CITY, CALIFORNIA 
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Dutit'tme TV: Times of SUpi-oit atid Sisjii-iiii' i'«r IU7 U. S. Staiiotts (eotttitmed) 



CITY AND 
STATION 



NETWORK 
AFFILIATION 



HOURS ON THE AIR 



STATION 
REPS 



Pittsburgh 
WDTV 



Providence 



212,000 sets 

ABC, CBS, Zun. 12:45 pm-l2:30am 
DTN,NBC Mon-Tue, I 1 :00 am-l2:30 am 
Wed, I 1:00 am-l2:05 am 
Thu, I 1 :00 am-l2:20 am 
Fri, I 1 :00 am- 1 2:05 am 
S->t. 9:30 am-l2:20 am 

120,000 sets 



DTN 



WJAR-TV 



Richmond 



WTVR 



ABC, CBS, Sun, 10:25 am-l2:00 midnight 
DTN, NBC Mon-Fri, 10:10 am-l2:00 midnight 
Sat, 10:02 am-l2:45 am 



Weed 



57,100 sets 



Rochester 



ABC, CBS, Sun, 11:30 am-l2:00 midnight Blair 
DTN, NBC Mon, 2:00 pm-l2:00 midnight 
Tue, 1 :30 pm-l2:30 am 
Wed, 1:30 pm-l2:00 midnight 
Thu, 1:30 pm-l 1:45 pm 
Fri, 1:30 pm-l2:l5 am 
Sat, 11:00 am-l2:00 midnight 

70,100 sets 



WHAM-TV 



Rock Island 



ABC, CBS, Sun, 12:25 pm-l2:30 am Hollingbery 
DTN, NBC Mon-Thu, 2:30 pm-l2:00 midnight 
Fri-Sat, I 1 :00 am-l :00 am 

(Seh included In Davenport market) 



WHBF-TV 



ABC, CBS, 
DTN 



Sun, 3:30 pm-l 1 :00 pm 
Mon, 5:45 pm-l 1:00 pm 
Tue, 5:45 pm- 11:15 pm 
Wed-Thu, 5:30 pm-IO:45 pm 
Fri, 5:45 pm- 1 1 :45 pm 
Cat, 6:25 pm-l 1 :00 pm 



Avery-Knodel 



Salt Lake City 



36,400 sets 



KSL-TV ABC, CBS, 

DTN 



Sun, 4:00 pm-IO:20 pm 
Mon, 2:00 pm-l 1 :00 pm 
Tue, 2:00 pm- 1 1 :30 pm 
Wed, 2:00 pm-l 1:15 pm 
Thu, 2:00 pm-IO:30 pm 
Fri, 2:00 pm-l 1 :00 pm 
Sat, 6:00 pm-IO:45 pm 



Radio Sales 
(CBS) 



KDYL-TV 



San Antonio 
WOAI-TV 



KEYL 



NBC Sun, 2:30 pm-l2:00 midnight 

Mon-Sat, 3:00 pm-l2:00 midnight 

37,200 sets 

Sun, 3:30 pm-l 1 :00 pm 
Mon, 5:40 pm-l 1:45 pm 
Tue, 5:25 pm-l 1:45 pm 
Wed-Fri, 5:40 pm-l 1:45 pm 
Sat, 6:00 pm-l2:35 am 



Elair 



CBS, NBC 



Retry 



San Diego 



ABC, DTN Sun-Mon, 5:10 pm-IO:45 pm Blair 
Tue (darit) 

Wed, 5:10 pm-IO:IO pm 
Thu, 2:10 pm-l 1 :00 pm 
Fri, 5:10 pm-IO:l5 pm 
Sat, 5:00 pm-IO:l5 pm 

76,000 sets 



KFMB-TV ABC, CBS, Sun, 12:00 noon-l 1 :30 pm Branham 

NBC, Para- Mon, 2:00 pm-l 1:40 pm 
mount Tue, 2:00 pm-l2:00 midnight 

Wed, 2:00 pm-l2:IO am 

Thu, 2:00 pm-l 1:55 pm 

Fri, 2:00 pm-l 1:10 pm 

Sat, 6:00 pm-l 1:45 pm 



San Francisco 



143,000 sets 



KPIX 



CBS, DTN Sun, 2:00 pm-IO:30 pm 
Mon, 6:30 pm-IO:45 pm 
Tue, 1 :30 pm-l 1 :30 pm 
Wed-Fri, 1:30 pm-l 1:00 pm 
Sat, 3:00 pm-IO:45 pm 



KatT 



KGO-TV 



ABC 



Sun-Sat, 3:00 pm-l 1:20 pm 



ABC Spot 
Sales 



CITY />ND 


NETWORK 






STATION 1] 


STATION 


AFFILIATION 


HOURS ON THE AIR 


REPS 1 
J 






J jn, 1.UU pm-ii.u3 pm 


Free & Pjj 






Mon, 1 :00 pm-l2:05 am 






Tup 1*00 nrn-l?*30 Am 








Wed-Fri, 1:00 pm- 12:05 am 









Sat, 2:00 pm-l2:00 midnight 




Schenectady 




133,000 sets 


' — 


WR6B 


ARC CBS 


Sun 1 *nn nm - 1 1 '"^n nm 


MRP C„Iil 




DTN, NBC 


Mon-Fri, 1:15 pm- 1 2:00 midnight 


Sales 







ooT, i.uu pm-ii.uu miunigni 




Seattle 




63,100 sets 




J 


KING-TV 


ABC, CBS, 


Sun, 1 1:25 am-l 1:35 pm 


Blair ' 




DTN, NBC 


Mon, 4:45 pm-l 1:05 pm 






Paramount 


Tue, 3:15 pm-l2:30 am 








Wprl-Frl "^-nn nm-l7*0n mirlninht 

I II, J t\J\J ^tii 1 £. tV\J IIIIUIIIUIII 


1 






Sat, 4:30 pm-l2:20 am 


1 


St. Louis 

— 




239,000 sets 


1 


XSD-TV 


ABC, CBS, 


Sun, 8:45 am-l2:35 am 


^ 1 

Free & Pe(| 




DTN, NBC 


Mon-Tue, 10:45 am-l2:35 am 








Wed, 10:45 am-l2:40 am 








Thu, 10:45 am-l2:35 am 








Fri, 10:45 am-l:05 am 









Sat, 10:15 am-l :05 am 




Syracuse 




95,100 sets 




WHEN 


ABC, CBS, 


Sun, 12:00 noon-l 1:15 pm 


Katz 




U 1 IN 


Mon, iz:dd pm-iz:ju am 








T..« TU.. lO.CC 1 I.AC 

1 u e- 1 nu , iz:Db pm-ll:4D pm 








Fri 12-55 Dm-I2-I5 am 








Sat, 11:30 am-l2:00 midnight 




WSYR-TV 


NBC 


Sun, 1:35 pm-IO:45 pm 


Headley- 






Mon-Fri, 8:00 am-l2:00 midnight 


Reed 1 






Sat, 1:00 pm-l2:00 midnight 




1 oiecio 




/3,UUU sets 




WSFD-TV 


ABC, CBS, 


Sun, 2:45 pm-l 1 :00 pm 


Kati 




DTN, NBC 


Mon-Fri, 10:00 am-l2:00 midnight 








Fat 1-00 Dm-I2:00 midnight 




Tulsa 




58,200 sets 


r 


KOTV 


ABC, CBS, 


Sun, 2:00 pm-l 1 :00 pm 


V 1 

T oun9 




DTN, NBC 


Mon, 2:30 pm-l2:l5 am 


n 






Tue, 2:45 pm-l2:l5 am 


I 






Wed, 3:00 pm-l2:l5 am 








Thu, 2:45 pm-l2:l5 am 








Fri, 3:00 pm-l2:l5 am 








!^at, 5:00 om- 12:00 midnight 




Utica 




33,000 sets 




WKTV 


ABC, CBS, 


Sun-Tue, 1:25 pm-l2:00 midnight 


Coolte 




DTN, NBC 


Wed-Fri, 1:25 pm-l 1:00 pm 








Sat, 1:25 pm-l2:00 midnight 




Washington 




220,000 sets 





WMAL-TV ABC Sun, 11:55 am-l 1:05 pm 

Mon, 1:55 pm-l 1:05 pm 
Tue, 1:55 pm-l 1:20 pm 
Wed, 1:55 pm-l2:05 am 
Thuj 1:55 pm-l 1:20 pm 
Fri, 1:55 pm-l2:20 am 
SM. 10:55 am-l2:05 am 



ABC Spot 
Sales 



WTTG 


DTN 


Sun, 7:25 pm-IO:00 pm 
Mon-Fri, 10:00 am-l 1:15 pm 
Srtt, 6:45 Pm-8:30 pm 


Harrington, 
Righter I 
Parsons 


WTOP-TV 


CBS 


Sun, 1:55 pm-l2:l5 am 
Mon, 1:25 pm-l2:30 am 
Tue-Fri, 1:25 pm-l2:l5 am 
Sat, 9:55 am-l2:00 midnight 


Radio Salei 
(CBS) 


WNBW 


NBC 


Sun, 12:00 noon-l2:l5 am 
Mon-Fri, 12:30 pm-l2:l5 am 
Sat, 3:30 pm-l2:30 am 


NBC Spot 
Sales 


Wilmington 




53,600 sets 




WD EL-TV 


DTN, NBC 


Sun, 2:00 pm-l 1 :18 pm 
Mon-Fri, 1:45 pm-l2:03 am 
Sat, 5:15 pm-l 1:33 pm 


Meeksr 



f>cii/<t»i<' TV 





Pacific Coast Time ...time for advertisers to sell more 
people at less-cost-per-sale via kttv — newest addition to blair-tv's rosier 
of great outlets. The Los Angeles Times' kttv consistently rings the 
bell with impressive coverage of America's second largest television market 
. . . immensely popular day-and-night programming beamed from atop 
Mount Wilson for mighty down-to-earth selling. P. C. T. is your cue to 
put KTTv's impact behind your client's product — now! Start by 
contacting blair-TV today. 




Daytlmt' 1 1 



TV SOAP OPERA 

{Con'iniied from page 39) 
makes for studio monotony. Volatile 
Thespians are hard put to keep their 
minds in a state of passionate atten- 
tion. The cast of one radio serial once 
broke away, while the director's back 
was turned, and did a Conga line into 
and through the neighboring studio 
where another group of actors was re- 
hearsing another serial. Agency and 
network executives looked the other 
way. 

From the studio of the new Tide TV 
serial already have come hints of 
strain. A New York Times reporter 
pictures the players "laughing at lines 
intended to draw audience sniflles and 
groaning at sections that are supposed 
to draw laughs." He goes on to de- 
scribe their conduct in the face of 10 
daily hours of rehearsal that results in 
about 10 minutes of story (the rest of 
the period being consumed by com- 
mercials, lead-ins. credits. etc. I . 
"Wearily they slump into folding 
chairs, shuffle scripts, light cigarettes 
and go to work." To better understand 
the Times report, run down the grim 
time-table. Here is the telltale T\ 
work-load I the right word) of The 
First Hundred Years: 
9:30-11 Dry run. in set. without 
cameras 

11-11:30 Luncheon break for actors. 

while announcer rehears- 
es his commercials 

11:30-1 Make-up, costume, light 
checks, brush-up on dia- 
logue 

1- 2 Dress rehearsal, with cam- 

era crew 

2- 2:30 Last revisions, cuts, cues, 

etc. 

2:30-2:45 On the air, CBS-TV 
2:45-3:00 Breathing spell {sic) 
3:00-5:30 First read-through and re- 
hearsal of next day's 
script 

iNote. particularl} . that no sooner 
has today's telecast been completed 
than preparations for tomorrow's be- 
gins. Note, too. that there is a full 
factory-like work schedule, five days a 
week. All of the time of all of the six 
contract plajers is tied up, since they 
could not accept any other acting en- 
gagements requiring morning or after- 
noon appearances and, for all practi- 
cal purposes, they need at least part of 
their evenings for homework, i.e. mem- 
orizing) . 

The First Hundred Years preempts 
the entire professional energies of Ev- 



erett ( 15ud I Gannnon as studio direc- 
tor. He arrives early, depart? late, is 
incessantly preoccupied with the ini- j 
mediate detail and urgent ) of getting | 
(Ml the air. A full-time producer, Mur- 
ray Bolen, is also required. To him 
falls the responsibilities of over-all su- 
pervision, policy, casting, script clear- 
ance, author conferences, scenei) and 
props j)rocuremcnt. network contact, 
and so on. He is Walter Craig's alter 
ego on the show but because of the 
highly important and experimental na- 
ture of the whole project and because 
at the outset almost ever) decision was 
a basic policy matter, hundreds of 
hours of Craig's personal attention has 
been focussed upon this serial. 

Craig and his team confront prob- 
lems, plural, of know-how and (jften 
must proceed b) something like dead 
reckoning. Here, of course. Craig's 
years of experience as writer and stag- 
er of theatrical productions is intjst 
useful. But the risks remain. TV se- 
rials have costs of which radio knows 
naught. More things can go wrong. 
More details must be checked and a 
great many more crewmen nuist be 
fused with foresighted skill. None of 
this is merely virtuosit) ofif in a cor- 
ner. All of it is directl) related to ad- 
vertising ways and means. Out of the 
sponsor's purse, nobody else's, must 
come the coin to pay for the extra 
items, and the extra bands, which 
sight-added-to-sound necessitates. 

Run down the roster of personnel 
that reports five days a week at the 
special TV studio in New York s Lie- 
derkranz Hall from which these daily 
quarter hours originate. The produc- 
er is there, and the director. Each has 
a full-time girl aide, the director's lass 
being called. Hollywood st)le, script 
girl. Count the others now. Three 
boom men, one audio engineer, three 
cameramen, one floor manager, one as- 
sistant director, two shaders, one turn- 
table operator, two telecine room oper- 
ators (for commercial slides, film, bal- 
lops, etc.). Add the standard back- 
stage theatrical trio of master electri- 
cian, master carpenter, master proper- 
ties custodian. Then two extra grips, 
one electrician, one property man. one 
light supervisor, one make-up man. 
Organist, actors, announcers, product 
demonstrators, figure separately. 

Think back now to the radio serial 
with its quickie one-hour run-through 
before broadcast. Typically almost au) 
day there are j)reseiit no more than five 
actors, an announcer, a sound effects 
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YOU MIGHT THROTTLE A 
LEOPARD WITH YOUR 
BARE HANDS'- 




BUT... 

YOU NEED THE 
FETZER STATIONS 

TO CAPTURE 
KALAMAZOO -GRAND RAPIDS! 

W hether you use ra«lio or television, there are very lew 
areas ni the U. S. where the choice of the best stntinius is s<» 
easy anil ohvious to make. 

WKZOWJEF, a sure-fire CBS comhiiiation. deliver about 
57% more listeners than the next-best tMo-statiou t-onibina- 
tion in Kalamazoo and Grand Kapids — yet cost 20% less! 
In the Grand Kapids area alone, WKZO-WJEF have an un- 
duplicuted coverage of more than 60.000 homes! WKZO- 
W^JEF's II mill plicated BMB Daytime aiulience h as increased 
46.7% over 1916 . . . their Mghttinw audience, 52.8% I 

WKZO-TV is Channel 3, the official Basic CBS Outlet for 
Kalamazoo-Grand Ixapids. As of Noveuiher 1, there were 
more than 90,000 TV receivers v^ithiu 50 nnles of WKZO- 
— and the nuniher is growing rapidly. JFKZO-TV, a 
multiple-market station, reaches five Western Michigan aiul 
Northern Indiana markets representing a haying income (tj 
more than one and a half billion dollars I 

Get all the facts on the job the Fetzer stations can do for 
you in Western Michigan! 



*Ou a liiinliiifi oxpi'ditiou in Africa. Curl E. Axclcy killed a lull- 
drown Ifopurd hy choliinp, it to dfdtli. 



WJEF i WKZO-TV 

fgpkm GRAND KAPIDS! TS>^* « WESflRH MICHIGAN „ KALAMAZOQ 



AND KENT COUNTY 



ANO NORTHERN INDIANA 



AND GREATER 
WESTERN MICHIGAN 

(CBfl 



ALL THREE OWNED AND OPERATED BY 

FETZER BROADCASTING COMPANY 
Avery-Knodel, Inc., Exclusive National Representatives 



twhiiician. organist, engineer, director 
and assistant director. 11 people in 
contrast to around 35 recjuired for the 
television equivalent. 

Ponder dress and make-up. In radio 
lliere are Jio problems of personal ap- 
pearance for nobody, except her pals, 
sees the leading lady. If the radio 
heroine slouches up to the microphone, 
as she sometimes does, in a rump- 
sprung slojjpy skirt with a what-the- 
heck sweater to match, it doesn't mat- 
ter. The illusion of her role is unaf- 
fected. She doesn't have to be fashion- 
ably gowned, ojdy fashionably voiced. 
Entirely different with The First Hun- 
dred Years, which charges up the 
gowns the 



actresses are required to 
wear according to the story's shifting 
scenes. Male actors must not only be 
suited but kept iti press. Hence a ward- 
robe department, and a wardrobe mis- 
tress to run it, comes into being, again 
something unknown to radio. 

Furniture and props are another 
added vexation. These are rented or 
bought, transported or stored. Detail 
and cost, cost and detail. 

Ill blueprinting the show, Craig and 
his management colleagues agreed with 
author Jean Holloway how to keep the 
action of the story contained within 
tlie domestic spheres of three couples, 
a boy and girl just married and their 
respective sets of parents. The CBS 
studio was then measured for a tightly - 
morticed set of settings fitted back to 
back for niaximuiii use of floor space. 
Each couple "lives" in its own distinc- 
tive living room but one dining room 
can lie "dressed" or shot from different 
angles to ser\'e all. So. also, with a 
seive-all-the-coiiples dressable kitchen 
set, various staircases, window frames 
and so on. 

It is essential to good television per- 
formance that actors be "up" in their 
lines, but there is barely enough time 
from day to day. Craig experimented 
with the usc of a unique mechanical 
teleproinpter. invented by Fred Barton, 
a Broadway actor. Here perhaps is as 
good a place as any to alert readers of 
SPONSOR to the teleproinpter which may 
well lia\e an important function in TV. 
Essentially, it's a t) pcwriter with noth- 
ing but giant lithogra})h-like ca])ital 
letters. On this machine the script of 
each da\'s episode is typed onto huge 
rolls of paper. The latter is then 
mounted on a moving easel which cao 
be speeded itp or slowed down as the 
show's pace recpiires. To date this lias 
proved decidedly helpful, not as a suh- 



SPONSOR 



stitute for nieinorv . but as an emer- 
gency saviour. On several occasions 
individual players have averted a total 
"blow'" or lapse of memory by darting 
a glance at the teleprompter. The ma- 
chine is set up to one side out of cam- 
era angle. 

Here are the ty pical-of-television 
touches: Royalty on the teleprompter 
is $100 a day for a 15-niinute show, 
the owner providing the jumbo script 
on rollers ready to go; immediately 
the contrivance was introduced on the 
floor, the Stagehands Union asserted 
jurisdiction and a union technician is 
now assigned at each session. 

The advertising mentality naturally 
comes back, like a homing pigeon, to 
this one crucial theme of cost. Invidi- 
ous comparison with radio daily chap- 
ter drama is inescaj)alile. So is rela- 
tive quality of the literary and acting 
factors. To nobody's surprise radio- 
trained Miss HoUoway is having her 
troubles. She and the set-and-depth 
limited TV cameramen are not yet in 
complete rapport. Scenes come out 
stiff. Actors move slowly, speak self- 
consciously. Subtleties are "written 
in" at the typewriter but don't emerge 
in performance. Characterization "col- 
or" is certaiidy in the author's mind, 
and the actors' intentions, but often 
eludes capture. There may be as much 
actual story meat in the TV episodes 
as in an average radio episode, but 
sight-and-sound is a tougher ordeal 
than sound-only. The viewer is 
brought back to the essential reality 
of the two media. In radio, the listen- 
er closes his or her eyes, and imagines; 
in television, the viewer opens his or 
her eyes, and sees. The radio listener 
can conjure, the video viewer must ac- 
cept. This is head-on collision with 
realism. 

The scripts for television's first se- 
rial stand the sponsor around $1,000 a 
week of the $11,000 (estimated) week- 
ly production budget. That the Jean 
HoUoway scripts have thus far been 
the show's major weakness is a secret 
to nobody. The agency has had a se- 
ries of story conferences and sturdier 
daily episodes should be coming 
through hereafter. 

Granted these are writing and pro- 
duction dilemmas and that it is pre- 
cisely to find out about thein, and solve 
them if possible, that Procter & Gam- 
ble is paying the piper. The advertis- 
ing interest remains sufficiently obvi- 
ous because it is all part of the story 
of.cost and what the sponsor gets for 



— 'Advertisers on WX(£J! teff us 
til at tlieij Liii^ more tlian 

time on channel 9 

tlieij tell lis aLout our 
friencllij Service, our 
efficient personnel and 

most important of course 

our outstanding Sales results. 
cJlilie to find out for ij our self 
aLout (Cleveland s Lest 

OVL,j? 

all til c ^^atz 'Agencij loaaij 

for tL fJi WX£J! uor, 
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his mone\ . 

CertainK few adverlifere will rush 
to the sponsorship of daytime T\' se- 
rials at this time, but the) would he 
poor sports were the\ to siieei at the 
flounderings of Miss Holloway and the 
stilted plajiiiir. When the history of 
\ ideo is set down in time to come, the 
daring of Procter & Gandde and the 
grappling of Benton & Bowles will be 
seen to be in the best tradition of cv(>- 
ative showmanship even though, 
quoting the ^ew York Times again. 
"Perhaps never has so much sweat 
been poured into so little script. * * * 



SPOT PROGRAMING 

( Continued from page 43 ) 
Program descriptions by t\ pe: 

COOKING 

IVhats \eu. WIMJ-TV Milwaukee. 
MondaN through Frida> . 2:00-2:45 
p.m. 

This cooking show was mentioned 
hv over TT'^t of women respondents 
in a recent Milwaukee Journal poll. 
Woman's service topics are included 



but the emphasis is on cooking — par- 
ticular!) on how to make tasty recipes 
on an economy budget. Show s cook- 
ing expert is Breta Grieni. who. like 
mail) of the personalities on programs 
of this type, has a long background of 
cooking school experience. Show is 
limited to live parti( ipations because 
station belie\es film ma\ hurt mood of 
show ; and. moreover, that sponsor gets 
more for his moiie) when commercial 
is done live b) the show's own talent. 

Cost: $75 per participation. 

Rep-. Harrington. Righter & Parsons 

Josephine McCarthy Cooking Shoii. 
WNBT, \ew York.' Monday through 
Friday. 9:4.5-10:00 a.m. 

Like many another daytime radio 
personality. Josephine McCarthy has 
made a successful transition to televi- 
sion. Show has sold for Arnold Bread. 
Best Foods. Diplomat Soups. Hell- 
man's Mayonnaise. 

Cost: $163 per participation. 

Rep: NBC Spot Sales 

KPIX Kitchen. KF'IX. San Francisco. 
Tuesday through P'rida) . 1:30-2:30 
p.m. 



Fa)e Stewart stresses the budgetary 
aspects of hoinemaking and shows her 
audience how to dress up and serve 
interesting meals. Guest experts appear 
on the program to discuss fashion and 
beauty notes with Fa)e. 

Cost: $35 per participation. 

Hep: Katz 

Come Into the Kitchen, KTTV. Los 
Angeles, Moiida\ through Frida\. 
3:00.3:30 p.m. 

Mrs. Fred Nelson, folksy housewife, 
cook extraordinaire, and mother of 
three children, makes a point of dem- 
onstrating [jroducts of participating 
sponsors, which ha\e included Kros-0 
(copper cleaner I, Wilbur-Suchard 
Chocolate Company, and Kermin Food 
Products Company. 

Cost: $oO per participation. 

Hep: Radio Sales (CBS) 

Musical. Kitchen. KLAC-TV, Los An- 
geles. Monday-Saturda) . 12:00 noon- 
1 p.m. 

Genial Mike Ho) has two house- 
wives as his guest each day, one pre- 
paring a main course while the other 
demonstrates the art of dessert mak- 
ing. On Saturdays, a famous chef is 
brought in as a special guest. Mike 
Rov does the selling. 

Cost: S90 per participation. 

Hep: Katz 

<f ■» » 

SHOPPING 

W'orhl of Fashion, WHIO-TV, Da) ton. 
Monda) through Friday. 1 :00-l :30 
p.m. 

Show features fashion news about 
clothing, jewelr), coiffures, skin care, 
and other feminine topics. Guests visit 
with Jud) King, star of the program. 

Cost: $25 per participation or $10 
per program plus time. 

Rep: Hollingber) 

\ancY Osgood Show. W^IW, Wash- 
ington, D. C, Tuesdays and Thurs- 
days, 12:30-1:00 p.m. 

Tlie show takes place in an informal 
apartment, with stress on entertaining 
the housewife, \aiicy Osgood, well 
known woman conmicntalor in Wash- 
ington, is assisted in product demon- 
strations by her 22-year-old daughter, 
Mary Jane Ha)s. 

Cost: $50. for one-time participa- 
tion. Subject to lO'v frequency dis- 
count. 

Hep: NBC Spot Sales 



Buffalo Television 
Starts at 



WBEN-TV lignt on ot noon to bring the viewers of 171,211* 
leti in the Western New York oreo the ereom of network doylime 
programs plus topnotch soles-proved BufToSo-built shows. Here 
ore three ofternoon stondouts. 



MEET THE MILLERS 



SHOPPERS GUIITE 



MATINEE PLAYHOUSE 



Gel t(i« WBEN-TV jlory from 
Horrington, Righler & Parsons. 
Chlcogo, or write Solas Mon- 
oger, WBEN.TV, Buffalo 1, N.Y. 



k 



7 



Bill and Mildred Miller, successful business people with 
two decades of show business background, demanstrate 
food-preparation twice weekly and Interview interesting 
personalities three times each week. 

Mary Jane and Seymour Abeles, with network and 
theatrical experience, chat entertainingly about products 
and services four afternoon half-hours weekly. They 
have one of the nation s top daytime ratings. 

Full-length films, divided into two daily installmenis, pro- 
vide a magnet far WBEN-TVs afternoon listeners, A 
45-minute show with sales messages. 



WBEN-TV 

NBC bAS\C BUFFALO 2, N. Y. 



* Power Company itotntici from leading di'itribuforj, fxc/uiiv* of thousondi in nearby Canada. 
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SPONSOR 



Morning . . . afternoon . . . evening * 



WSB-TV dominates the Atlanta television market. 



advertisers more viewers per dollar 
more pull per dollar. Of interest 
to time buyers — 99% of the 

Atlanta market's TV sets 
are home sets! 




^WSB-TV shore of oudience (October- 
November Hooper Television Audi- 
ence Index): Mondoy thru Fridoy, 
8:00 A. M. to 12:00 noon -92.2%. 
Mondoy thru Fridoy, 12:00 noon to 
6:00 P. M.— 75%. Sundoy, 12:00 noon 
thru 6:00 P. M.— 62.5%. Sundoy thru 
Soturdoy evening, 6:00 P. M. to 
10:30 P, M.-55.4%. For further de- 
toils, see your Petry man. 



Affiliated with The Atlanta Journal and The Atlanta Constitutior> 
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paytime TV 




Helpful techniques 
und Ideas foi- 
TV programi 



This new book 
shows you how to 
use movies most 
effectively 

MOVIES FOR TV 

by A H. Batlison is a complete. how-to,-do- 
it guide to the production and iransmi^ion 
of movies on television. It gives practical 
information on all cameras, projectors, re- 
cording equipment, etc., showing how each 
piece operates and how to use it most effi- 
ciently. It tells how to produce titles and 
special cffeas, ncwsreels, all types of com- 
mercials; how to edit and splice film; how 
to light scenes for best results on TV; how 
to combine movies with live scenes. Here is 
a wealth of useful information together 
with much experienced advice on what is 
good and what bad in movies for televi- 
sion, and why. 



StE IT ON APPROVAL 



I Th< Ma<inillan Co., 60 Fifth Ave., New York 11 

I Please send me a copy of Movies for TV I will 

• either remit the full price of $4.25 or return the 

I book in 1 0 days 

I Signed 

I Address 



BMI 



SERVtCE 

Service is one of the basic 
theme songs of BMI. Broad- 
casters in AM. FM and TV 
are using all of the BMI aids 
to programming . . . saleable 
and useful program continui- 
ties, research facilities, expert 
guidance, in music library 
operations, and all the other 
essential elements of music in 
bro.Tdcasting. 

Along with service to the 
broadcaster, BMI makes avail- 
Me to its 2,808* licensees a 
vast and varied repertoire 
ranging from be-bop to the 
classics. BMI is constantly 
gaining new outlets, building 
new sources of music and con- 
stantly expanding its activities. 

The BMI broadcast licensee 
can be depended upon to meet 
every music requirement. 



Idea SIiop. \\'j\Bk. Cleveland, Monday 
through Friday. 2:30-3:00 p.m. 

Each afternoon Mildred Funnel and 
Gloria Brown have a bevy of wares to 
sell in their Idea Shop. Program cov- 
ers household hints, good shopping 
huys, and fashion tips. 

Cost: $70 gross per participation. 

Rep: NBC Spot Sales 

Buying with Betty, KXBFl, Hollywood. 
Monday through Friday, 9:4>10:1S 
a.m. 

This is primarily a half-hour shop- 
ping show directed at the women in the 
home. Betty Hoyt assisted by Arch 
Presh) draws top audience mail week 
after \\eek. Guests appear from time 
to time to add variety. 

Cost: $'c\5 per participation, 

Kep: NBC Spot Sales 



SERVICE-INTERVIEW 

Television Charm School, KDYL-TV, 
Salt Lake City. W'^ednesday, Friday at 
4:00 p.m. 

Charm tips, advice on posture, 
graceful stance are given by Salt Lake 
City model instructor Ruth Tolman. 
Says Darrell Sisemore. local beauty 
salon operator: "My advertising of 
permanent wax es on KD\ L-TV has 
doubled niy business. Two things im- 
press me about the results I've had 
from aftetnoon TV. One is that it gets 
results quick — nmch faster than any 
other form of advertising 1 have per- 
sonally used. The other factor is the 
bold-over impact. It's not unusual for 
a woman to come in a month after a 
particular item has been mentioned 
and ask for it — mentioning that she 
saw me on K1)YL-TV." (The beau- 
tician ap])ears in his own five-minute 
participating ])eriod. ) 

Rep: Blair 

kathi Norris Show, WNBT. New York, 
Monda) through Friday, 12:00 noon- 
1:00 p.m. 

I'rogiani is an informal get-together 
with housewife-viewers, kathi gives 
household suggestions, tells about the 
newest time sa\ ers. A regular feature, 
"Good Buy.s," constitutes the main por- 
tion of the program. Here, Kathi dis- 
cusses shops where outstanding mer- 
chandise may be bought in New York, 
with exact prices. Guest interviews with 
celebrities, hobbyists, and women who 
own small businesses are a regular fea- 
ture. Occasionalb . Kathi also inter- 



views her husband and ) oung daugh- 
ter. 

Saks 34th Street found that one 
Kathi Norris connnercial sold 74'''f as 
many nylon shirts at S5.96 each as did 
their standard newspaper ad. with TV 
83% cheaper. The ad outsold Kathi 
three to two, but at a cost of six to one. 

Cost; $150 per participation. 

Rep: NBC Spot Sales 

Margaret Arlen Show, WCBS-TV, New 
^ ork, Monday through Friday, 11:15 
a.m.-12:()0 noon. 

In an attractive living room-kitchen 
set, Margaret Arlen and assistant 
Woody Klose offer the latest hints for 
the modern homemaker. Margaret Ar- 
len is a woman's program veteran on 
radio. Klose presents the male point 
of view. The show also includes inter- 
views with celebrities, interior decora- 
tors, and home economists. Margaret 
A.rlen sets a relaxed, informal pace. 

Cost: $200, per one-time participa- 
tion. 

Rep: Radio Sales (CBS) 

Exclusively Yours, KRON-TV, San 
Francisco. Monda) through Fridav, 
4:00-5:00 p.m. 

Veteran radio and newspaper wom- 
an Marjorie Trumbull is often first to 
bring visiting celebrities before the San 
Francisco public. Those appearing for 
interv iews ha\ e included : Norman 
Thomas. Leonard Bernstein, Rockwell 
Kent. Katlileen Norris. Eight different 
sponsors participate. 

Rep: Free Peters 



VARIETY 

The Del Courtney Shoiv, KPIX, San 
Francisco, Tuesday through Sunday; 
2:30-4:45 p.m. on weekdays: 2:00 to 
5:00 Sundays. 

Former nationally known bandsman 
Del Courtney is m.c. of this \ariet) 
show which includes interviews, rec- 
ords, and serious aspects such as a 
weekly salute to \arious North Cali- 
fornia cities. The Sunda) show in- 
cludes a local amateur contest. 

Sponsorship is participating. 

Cost: $50 weekdays: $75 Sundays. 

Rep: Katz 

The Real McKay. WCUS, New York. 
Monda) through Friday. 12:00 noon- 
1 :30 p.m. 

Jim McKa) conducts a variety ])ro- 
gram with the air of a man entertain- 
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BROADCAST MUSIC, INC. 

580 FIFTH AVE., NEW YORK 19 

NEW YOUK • CHICAGO ' liOUYWpOD 



Uitytimc T\ 




HOOPER r£L£V/S/ON AUDIENCE INDEX 

NOVEMBER- DECEMBER 1950 SHARE OF TELEVISION AUDIENCE 



TIME 


TV 
SEIS- 
IN. USE 


TV 
Station 

"A" 


TV 
Station 


TV 
Station 


TV 
Station 


KTLA 


TV 
Station 


TV 

Station 

lip// 


OTUEB 
TV 


SUNDAY AFTERNOON 
12:00 NOON-6:00 P.M. 


27.0 


6.7 


9.6 


14.9 


30.0 


32.0 




6.7 


0.1 


SATURDAY DAYTIME 
8:00 A.M.-6:00 P.M. 


16.6 


3.5 


6.2 


6.7 


1.5 


41.6 




39.0 


1.5 




EVENING 
SUN. THRU SAT. 
6:00 P.M.. 10:00 P.M. 


49» 6 


16,6 


5. 7 


9. 1 


15»5 


33.1 


7.9 


12.0 


0.3 




8S0.000 TV Receivers in Los Angeles area, December li1950 



KTLA Studios » 5451 Marathon St., Los Angeles 38 • HOIIywood 9-6363 
Eastern Sales Office • 1501 Broadway, New York 18 • BRyant 9-8700 



KEY STATION OF THE PARAMOUNT TELEVISION NETWORK 



Paul H. Raymer Company, Inc., National Representatives 
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ing in his ouii liinne. There are songs 
by \ooalist Ellen Parker, piano |)la\- 
ing. interviews with unu.-ual guests. 
Show precedes CBS network lineup. 
Rep: Radio Sales I CBS I 

Earlyii onn Party. W H^S-T^ . Cohiin- 
l)us. Monda\ through Frida\. 10:00- 
i 1 :00 a.m. 

Irwin Johnson ha> (■on\erte(l his top- 
rated radio show into an informal \ a- 
riet\ hour, which originates from the 
Town and C<>untr\ room of the Neil 
House. From HO to 100 women guests 
(ia\ Si for hreakfasl at ever) broail- 
cast. then participate in games and 
h.rghjinks. Sponsors include Va*>\ 
W^ashers. Ra\ tlieon. Cor\ Products, 
and W estinghouse sweepers. 

Cost : participations are sold at pub- 
lished time rates, subject to frequen< \ 
discounts. 

Rep: Rlair 

Dale in Manfiatlan, W'NBT. New York. 
Monda\ through Friday. 11 a.m.- 1 2:00 
noon. 

Full-hour audience particijiation 
sliow. Ed Herlili) interviews guests 
ranging from Hollywood stars to local 
|jersonages. Music is by Lee Sullivan 
and C\ Coleman Trio. 

Cost: SloO per one-time participa- 
tion. 

Rep: NBC Spot Sales 

II erson-in-Person, WNBW, Washing- 
ton. I). C. M()nda\ through Friday. 
2:00-3:00 p.m. 

Besides the talent and chatter of m.c 
Bill Herson. the show uses film clips 
of singers, dancers, and bands, inter- 
views, girl singers. Herson. himself, 
does songs and ?(dos on the piano and 
organ. 

Cost: $50 per one-time participation. 
Re|): NBC Si)ot Sales 

* e 

AUDIENCE PARTICIPATION 

Mary llarlline Show. W ENB-TV, Chi- 
cago, \londa\ through Friday, .t:00- 
5:1.5 |».m.. CST. 

The show is a studio and viewer par- 
ticipation program. Mar) Hartline. 
seated in her living room with foui" 
children, begins with a musical ques- 
tion game. The contestants are select- 
ed from cards mailed to the program. 
The winner selects a gift from the "gift 
window" and, as an added award, is 
given a cban<e to make a phone <'.all 
to anyone she chooses. Person called 



also gets a gift. 

Mar\ Hartline also appears weekh 
(in ABC-I \ 's Super Circus. 

Cost: .'isTSO for network program: 
$200 per program for two or three tele- 
casts weekly; ■''5250 per single program. 

Rep: ABC Spot Sales 

Lz/.s Have Fun, \S'C\U-TV, Philadel- 
phia. Tuesda\. Thursday. 10:00-10:30 
a.m. 

Show lakes its name from sponsor. 
Lit Brothers department store. It s an 
audience participation show staged 
right in the store. Show cost is S270 
and here are some of the results: three 
one-time announcements for three dif- 
ferent article^ scored 11.5o0 sales of 
hosier\ , lamjis, and frozen food. 

Rep: Radio Sales (CBS) 

Your Morning Matinee, WLW-T-D-C. 
Cincinnati. Da) ton. Columbus. Mon- 
day thrt)Ugh Friday. 

Ruth L) ons has been a favorite in 
WLW countr) for man\ years. Nou 
she's on telev ision and radio simulta- 
ricousl). with a sinmlcast of her morn- 
ing show. Entertainment is lively, of- 
ten audience jiarticipation t)pe. Fre- 
quently, audience participants are 
drafted to do commercials. Sponsor- 
ship is participating. 

Rep: Crosle\ 

Jack Gregson Show, KECA-TV, Los 
Angeles. Monda) through Frida\ . 
I :30-3 :00 p.m. 

The show is two programs in one. 
cond)ining audience participation and 
a variet)-tvpe format. Conmiercials 
are presented personalK b) Jack Greg- 
son and integrated with the particular 
show segment. If client prefers, filmetl 
connneroials may be used. 

Cost: one to 12 time rate for a par- 
ticipation is $(t0. One-minute |)artici- 
pations may be cond)ined with other 
announcements on KECA-TY to earn 
a discount, with 260 or more |)artici- 
pations bringing the cost to S lo per 
announcement. 

Rep: \BC Spot Sales 

Ladies' Day. \\'JBK-T\ . Detroit. Mon- 
day through Friday. 12:30-1:30 p.m. 

Ladies^ Day is a cond)ination of sev- 
eral program tv|)es. Regular features 
include: 

I'ootlight Parade — Two acts of ama- 
teur talent with prizes; llobl)) Hunt- 
the guest in the audience with the most 
unusual hobby is interviewed and wins 



a prize: Notable Neighbor — the out- 
standing member of each w omen's club 
invited to the sbow is saluted and re- 
ceives a corsage. 

Cost: S95 for one-time participation. 

Rep: Katz 

to » if 

MOVIES 

Hollywood Playhouse, WPTZ, Phila- 
delphia, Monday through Fridav, 2:00- 
3:00 p.m. 

Feature films of ever) description — 
except Westerns as a rule — have hit 
ratings as high as 27.1 I American Re- 
search Bureau). Sponsors get products 
featured in six places for the price of 
a single participation. 

Cost: $100 per participation. 

Rep: NBC Spot Sales 

Movie Gems, KTTV, Los Angeles, 
Monday through Frida) . 3:30-4:30 
p.m. 

Feature-length movies selected w'ith 
an e\e to tlie housewife audience are 
drawing cards on this participation 
program. Movies |)referred are those 
with general comedy, light drama, and 
adventure qualities. Typical choices 
from KTTV's substantial film library: 
Lajjitig at Luck with Grant Withers; 
Badge oj Honor with Buster Crabbe; 
Malay Mghls with Johnny Mack 
Brown; Federal Agent with Bill (Hop- 
along Cassidy I Boyd; Girl Reporter 
with Helen Chandler; Savage Girl with 
Roclielle Hudson. 

Cost: $o() per participation. 

Rep: Radio Sales (CBS I 

» «■ « 

DISK jOCKEY 

3 to Get Ready, \\T>TZ. Philadelphia. 
Monday through Friday. 7:30-9:00 
a.m. 

Early-morning disk jwkey session, 
with genial Ernie Kovacs playing the 
records, announcing the time, report- 
ing the news every 30 minutes. The 
December American Research Bureau 
rating was 5.8 for the entire 90 min- 
utes on Thursday. 7 December. Sur- 
vey was conducted during 1 to 7 De- 
cember, when show had been on air 
less than five days. 

Sponsorship is on participating ba- 
sis, and present sponsors include RCA- 
Victor. Jersey Maid products, Cornet- 
Royal vacuum cleaners. Five sponsors 
are accepted for each half-hour seg- 
ment of show. As an extra, each spon- 
sor gets a time signal audio tie-in plus 
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a mention in the recap at end of pe- 
riod. 

Cost: $45 per participation I intro- 
ductory price) . 

Kep: NBC Spot Sales 



★ ★ ★ 



FACTS AND FIGURES 

(Continued from page 36 1 

Q. In what percentage of homes 
are people present during the af- 
ternoon and available to look at 
daytime television? 

A. A good indication of how man) 
homes have people present in them 
during the afternoon is provided by 
figures Hooper compiled in January- 
February, 1950 I the last report before 
Hooper stopped issuing national rat- 
ing). Hooper found that between 1:00 
and 5:00 p.m., during the average 
hour, there was someone present and 
awake in 69.7% of all homes. There 
was very little difference in the figures 
from hour to hour. Low-point was 
67.2% at 3:00 p.m.; high was 73.4% 
at 4:45 p.m. 



Q. How long do viewers look each 
day? 

A. Advertest Research devoted one of 
its monthly reports (called The Tele- 
vision Audience of Today) to daytime 
television in June 1950. Some 846 TV 
homes in the New York viewing area 
were contacted, and respondents, main- 
ly housewives, were asked to give de- 
tailed information on viewing habits. 
One-third of those questioned at that 
time said they viewed television regu- 
larly before 5:00 p.m. (10.7%o said 
they viewed occasionally). Among the 
regularly-viewing respondents, the av- 
erage time spent watching on weekdays 
before 5:00 p.m. was two hours and 11 
minutes. 



Q. What time is it most conveni- 
ent for housewives to watch day- 
time television? 

A. Advertest asked all of those who 
said they watched daytime TV regu- 
larly to select "the periods during 
which they felt it was most convenient 
to watch." In general, the figures rose 
with the hour. None of the respondents 
selected 9:30 a.m.; 8.5% selected 
10:45 a.m.; 12.1% selected 11:45 
a.m.; there was a drop at noon, with 
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when you're comparing 
radio stations 

. . . make sure to check their Service-Ads 
as well as their listings in SRDS. 

"Vvhen I'm using Standard Rate," reports a Time 
Buyer, "Tm looking for certain things. I'm not reading. 
But, if I see an ad which gives station coverage or other 
useful facts not in the listing, 1 make a point to 
check it." 

Have you noticed, too, how Service-Ads in the Radio 
Section of SRDS, and in Consumer Markets, help- 
esuecially when you're working fast? Service-Ads like 
WlBW's shown here? 

Such Service-Ads supplement and expand media listings 
in SRDS Radio Section and market listings in Con- 
>iumer Markets with information that helps you decide 
which stations and which markets you want. 

.Service-Ad^, like the one illustrated, in the monthly 
Ka<lio Section of SRDS and in Consiinicr .Market- 
help ttiiie litiyer^i tiity. 
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the figure declining to 10.6% ; 18.4% 
selected 1:00 p.m.; 30.8% selected 
2:00 p.m.; 44.0%. selected 3:00 p.m.; 
52.5^t selected 4:00 p.m.: 55.3f^c se- 
le< ted 4:45 p.m. 

Q. What do viewers think of day- 
time television quality? 

A. The regular viewers in Advertest s 
survey were asked to evaluate daytime 
television. This is the box score on 
their ooinions: 3.2^ thought it was 
Excellent; 62.1% said it was Good; 



28.0% voted Fair; 3.9% said Poor; 
2.8% were Don't Knows. 

Q. Advertest figures (above) on 
times housewives consider most 
convenient to watch indicate a 
steady upward progression as the 
day wears on, but how do these 
figures on "convenience" compare 
with what actually happens? 

A. Figures Hooper comjiiled for SPON- 
SOR on TV sets-ill-use during Decem- 
ber 1950 show that there is an upward 



by popular demand... 




MONDAY through FRIDAY 

Siartiiijj Daily al 12:30 p. m. 

AN ALL^ ARRAY of the FINEST 

NETWORK and STUDIO PRODUCTIONS 



Afternoon Proijam 
Features: 

News 

Stamps Quartet 
Steve Allen Show 
Variety Fair . . . with 

Gerry Johnson 
Man About Town 

with Jack Gwyn 
Martha McDonald's 
Kitchen - Fun With 
Food, Frances Mus- 
tard 

G«Try Moore Show 
"Adventures 
Learning;" 
Mrs. Herbert Emery's 

Book Review. 
•'What Do You Read" 
with the Rev. Jimmie 
McClain 
•'World Today- 
Illustrated News 
•'Mr. Bear" Puppet 
Show 

OWNERS aiid OPERATORS 

KRLD 

50,000 WATTS 

John W. Runyon, Pretident 
Clyde W. Rembert. 
General Manager 



KRLD-TV, Channel 4, serves the South s 
largest metropolitan area, Dallas-Fort 
Worth, with more than a million popu- 
lation, with exclusive CBS and KRLD- 
TV Stuc'io pro<lucti<}ns. More than two 
million in the secondary t.overa);e area. 

KRLD-TV's Evening Shows 

are Dallas' Highest Rated 
• • ■ 

More than 100,000 Sets 

Now more than IOO,(KM) receiving sets 
in KRLD-TV s primary coverage area 
and the number is increasing at the rate 
of more than 6,(KX) per month. 



thi 



why 



KRLD-TV 



Is your best buy 
DALLAS— CHANNEL 4 

THE TIMES HERALD STATION 

'ITie Branham Company Exclusive 
Representative 



progression in set usage during the 
day. But there are sharp fluctuations; 
apparentl) programs on the air at a 
given time as well as convenience are a 
factor in drawing viewers to their sets. 
Here are the Hooper figures for 12:00 
noon to 6:00 p.m. in Mew York, Mon- 
day, through fViday. during the month 
of Decemher 1950. 





TV Sets- 




T\ ' tiels 


Time 


in- Use 


Tiiii-e 


in-Vi-e 


12 :00 p.m. 


6.0 


3:00 


4.1 


12 ; 15 


3.6 


3:15 


9.1 


12:30 


8.5 


3:30 


7.7 


12 :45 


4.6 


3 :45 


10.0 


1 ;00 


4.9 


4 :00 


19.4 


1:15 


4.8 


4:15 


14.6 


1 :30 


9.5 


4 :30 


19.2 


1 :45 


8.0 


4:45 


18.6 


2 :00 


9.6 


5 :00 


24.2 


2:15 


6.4 


5 :15 


23.5 


2 :30 


10.0 


5 :30 


40.2 


2 :45 


9.7 


5 :45 


32.9 



NETWORK PROGRAMING 

(Continued from page 45) 

ABC has focussed all of its atten- 
tion thus far on nighttime programing 
and does nothing daytimewise during 
the week, with the exception of several 
kid shows. But from 11:00 a.m. to 
1 :00 p.m. on Saturdays. ABC has four 
half-hour shows sold. These include 
the new Faith Haldwin Shore for Maid- 
en Form (11:00 to 11:30 a.m.), Acro- 
bat Ranch (pictured on page 45), for 
General Shoes, Two Girls Named 
Smith for B. T. Babbitt, and / Cover 
Times Square for Air-Wick. The en- 
tire block was bought by the William 
Weintrauh Company in an effort to get 
on the ground floor in the time period. 

In general, weekend programing dif- 
fers completely from weekday pattern. 
The weekends are for the whole family 
group and programs scheduled bear no 
resemblance to the feminine-slanted 
weekda) formats. Sunday on CBS-TV, 
for example, the afternoon's program- 
ing includes Capitol Cloakroom and 
People's Platform. 

The children's block, starting at five, 
while it is officially part of daytime 
TV, of course bears no resemblance to 
the rest of afternoon programing. 

Summing up. the importance of net- 
work programing lies in its ability to 
pull in increasing numbers of viewers 
who are not yet in the habit of tuning 
in during the afternoon. Since the 
audience in daytime has reached only 
sets-in-use averages ranging around 
15%, there are still plenty of available 
lionies yet to be lured in. While net- 
work shows provide the lure, pushing 
up the sets-in-use totals, local pro- 
grams will profit in terms of carryover 
audiences and increased awareness of 
davtinie TV. * * * 
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Basic research at RCA Laboratories has led to most of today's all-electronic tele\'ision advances. 




Why show RCA Laboratories inside 
your television receiver? Because almost 
every adv^ance leading to all-electronic 
TV was pioneered by the scientists and 
I research men of this institution. 

The supersensitive iinagn orthicfm tele- 
vision camera was brovight to its present 
perfection at RCA Laboratories. The kine- 
' scope, in these laboratories, became the 
mass-produced electron tube on the face of 
j which you see television pictures. New 
I sound systems, better microphones — even 
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the phosphors which light your T\ screen 
— first reached practical perfection here. 

Most important of all, the great bulk of 
these advances have been made available to 
the television industry. If you've ever seen a 
television picture, you've seen RCA Labora- 
tories at work. 

^ Hi 4: 

See the latest xconders of radio, television, and 
electronics at RCA Exhibition Hall, 36 West 
49th St., N. Y. Admission is free. Radio Corpo- 
ration of America, RCA Building, Radio City, 
New York 20, New York. 




Through research from RCA Lab- 
oratories, today's RCA Victor tele- 
vision recei\ers are the finest 
example of electronic engineering. 



Mr. Sponsor asks... 




With the iS/\B soon to be rei'ciiiipecf ami c.vpcdi cicd, tvhat 
idvus can yon pass alonfi to broatlciisters to help them 
provUle nationttl tttlvertisers with the facts they want 
about rciclio? 



Patrick H. Gorman 



Advertising manager 
Philip Morris & Co. Ltd. 
New York 



The 

piekocl panel 
answers 
I>Ir. Gorman 



Mr. Seth 



During the past 
16 months I have 
learned more 
about the adver- 
tiser s view of ra- 
dio than at any 
time in my expe- 
rience. This is 
the period dur- 
ing which I have 
had to use a gar- 



den spade on 
some 17 different hard-baked indus- 
tries such as jewelry, hardware, furni- 
ture, banking, automotive, home ap- 
pliances, women's apparel and furs, 
men's ajjparel, shoes, carbonated bev- 
erages and others. These are the fields 
in which extensive research was done 
for the l^roadcast Advertising Bureau 
and an effort made to grasp their way 
of doing business, their production and 
sales problems, consumers' reactions to 
their products or services, how they ap- 
proached advertising and how they 
classified various advertising media. 
The next task was to assimilate all this 
information and compile the reports 
which are being issued monthly under 
the title of "BAl? Retail Service Stud- 
ies." 

The industries surveyed were almost 
universally belter informed about news- 
papers and had more confidence in 
them as a retail medium than in radio. 
In this pnblicalioii, a statement like 
this borders on heresy but it points 
to one very obvious fa<-t : that newspa- 
pers are a better sold mediuin than ra- 
dio. Ask any media director what he 
considers the basic medium for market 



development. Nine chances out of ten 
he'll say newspapers. Why? Because 
throughout his career he has probably 
been exposed to convincing promotion, 
result stories and readership studies 
and has been persuaded by his supe- 
riors (who also were kept informed 
over the years) that newspapers are the 
basic mediuin. 

It is dangerous for an agency man to 
pit one medium against another. As a 
matter of fact, in the agency business 
you suddenly arrive at the astounding 
conclusion that all media are good and 
have their place. In my opinion, the 
only time radio has suffered at the 
hands of another medium is when it 
has tried to exaggerate its importance 
or engage in such ridiculous promo- 
tion as "'We're first among all stations 
in our market." 

Brwadcasters, above all else, need a 
consistenc) in their promotion efforts. 
They need to standardize, to present 
the facts (and only the facts) on cov- 
erage, ratings and markets in. an or- 
ganized form. Result stories are al- 
ways valuable in convincing advertis- 
ers of the strength of radio. Individual 
stations as well as networks would do 
well to dig out the important success 
stories in their files and present them 
in some orderly fashion. 

BAB seems best equipped to keep 
agencies and advertisers informed 
about radio, particularly in view^ of its 
recent reorganization and expanded re- 
sources. l)Ut even this competently 
staffed, alert organization will fail in 
its objective if it does not have the co- 
operation and support of broadcasters 
themselves. 

William R. Setii 

Vice ['resident 

y'eedliaui & Grohmann Inc. 

New York 




Mr. Minehan 



As we understand 
it the primary 
function of BAB 
is to promote the 
purchase of radio 
time as the most 
attractive media 
buy for advertis- 
ers and to coop- 
erate with indi- 
vidual stations in 
a way which will 
enable them to make their stations the 
most attractive medium for advertisers 
in their respective markets. 

The agency and the advertiser are 
interested primarily in radio's sales ef- 
fectiveness as compared with other me- 
dia, its cost and its coverage. BAB, 
therefore, should accumulate and make 
available to agencies and advertisers 
as many conclusive, competitive adver- 
tising success stories for each station 
as it is possible for them to get to- 
gether. 

There is a real need for uniform cov- 
erage information for all stations that 
are not members of B^MB. The BAB 
can promote the advantages of supply- 
ing uniform coverage information as 
well as market information for such 
station areas. The usual data supplied 
by non-BlMB stations consists of half 
millivolt line maps, mail pull maps etc., 
many of which can only be considered 
superficial promotion pieces. There- 
fore, each agenc) must spend consid- 
erable time and money to determine 
the coverage of these stations. There 
is also definite need for market infor- 
mation for station areas showing the 
percent of rural and urban liomes in 
the station's coverage area as well as 
a breakdown of working and transpor- 
tation habits. 

In the current media 



situation 
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wherein television is inalcing heavy in- 
roads into all types of media, BAB, 
through research can provide agencies 
and advertisers with local information 
about coverage, listening and reading 
habits and set ownership. They can 
also develop studies on out-of-home lis- 
tening on a more extensive basis than | 
is currently available. I 

While the question of costs may not 
be the primary objective of BAB, they 
can make studies and promote better 
understanding between agencies and 
station owners as regards the mainte- 
nance of costs against a possible de- 
creasing audience in television markets. 

We feel that the time has arrived 
when radio should give serious con- 
sideration to such things as additional 
volume discounts, and 2% cash dis- 
counts for prompt payment. While 
these additional discounts will not in- 
volve large sums of money, we think 
that it will indicate to the advertiser 
and the agency that radio is equipped 
and willing to meet them at least part 
of the way in the face of the constant- 
ly increasing advertising costs. 

Frank Minehan 

Vice President 

Sullivan, Stauffer, Colwell 
& Bayles Inc. 

Neiv York 

First, the story of 
radio as the mass 
medium with the 
lowest cost per 
thousand, is the 
most important 
factor and should 
definitely be em- 
phasized to the 
utmost with com- 
parisons to other 
Mr. Gaynor media. Second, 

studies have been done on a limited 
scale as to the effectiveness of the 
spoken word versus the written word. 
This field ©f study should be vastly ex- 
panded and I believe with very inter- 
I esting results, (which would be most 
t beneficial to the story of radio). 

Another factor would be an extend- 
ed study of the listening habits of peo- 
ple in different income groups. This 
information should cover the types of 
program with the greatest appeal to 
each group as well as the number of 
hours spent listening. This informa- 
tion would aid in the selling of radio 
to clients with products of specific ap- 
peal. 

{Please turn to page 103) 




SPONSORS GET 
"PROMOTION " 
ON 

WDSU 



*OVER 1,800 PIECES 
OF DIRECT MAIL 
HIT TOP RETAILERS IN 
THE NEW ORLEANS 
MARKET EVERY MONTH! 



N O W ! . . Your FALST/IFF Dulcr ^ 
•mm MTCNES 





NEWS LETTER 




Dash Dog Food 

-Dfe^K MR. [>LXUR 



WDSD b helping Van SELL 
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Di^izm WDSU 
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ALL-PURPOSE RIT 




BaiUo StsUon WI>SII 

U* TOUK ITOCN AMD Oltrtari 



• Mailing cards, newsletters, 
and folders . . . sent out every 
week, every month . . . give 
"plus" sales assistance to your 
product and program! 



NO OTHER NEW ORLEANS STATION 
OFFERS THIS PLUS TO SPONSORS! 



• Write, wire 
or phone your 
JOHN BLAIR Man! 
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COMPLETE iOCAL HETWORK 
COVERAGE IS THE BIG THING 
ON THE PACIFIC COAST, TOO 



LJiE DON LEE NETWORK is the BIG network on 1 
the Paeifie Coast— BIG in size (45 stations) and BIG in loeal prestige hi each of 45 important marketing 
areas. In fact, Don Lee is the biggest, most economical advertising medium of any kind you can l)uy for | 
complete Pacific Coast coverage. 

Don Lve gets consistently good reception by Pacific Coast listeners because Don Lee— and only ' 
Don Lee— was built to meet the special Pacific Coast reception problems. Great distances between mar- « 
kets, mountain ranges (5000 to 14,495 feet high) and low ground conductivity made it adviseable to lo- 
cate network stations witliin each of these many vital markets. That s why the best, most economical 
eoxerage for the Pacific Coast is obtained with the BIG Network, Don Lee, in 45 strategic markets. 

Only Don Lee offers advertisers, in addition to the biggest, most economical adxcrtising mediuni" 
on the Pacific Coa.st, all the adx antages of hard-hitting local selling, local influence and local prestige, 

wiLLET H. BROWN, President • ward d. ingrim, l^ice- President in Charge of Sales | 

1313 NORTH VINE STREET, HOLLYWOOD 28, CALIFORNIA 
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of 45 Major Pacific Coast Cities 



I 



ONLY 10 


3 


8 


24 


have stations 


have Don Lee 


have Don Lee 


have Don tee 


of all 4 


and 2 other 


and 1 other 


and NO other 


networks 


network stations 


network station 


network station 



■jilt's important in selling and it's an exclusive Don Lee selling advantage. 

m Witli Don Lee, you shoot your message exaetly where you want it— to meet your specialized mur- 
l?ting problems. No waste. You buy only what you need. You get coverage to fit your distribution. 

Only Don Lee ean release your sales message to all Paeifie Coast radio families from a loeal nct- 
^/,)rk station loeated where they live, where they spend their mone>'. It's the most logieal, the most ef- 
ftCtix e, the most eeonomieal advertising you ean buy for the Paeifie Coast. That's why Don Lee eon- 
j tently broadcasts more regionally sponsored programs than an^' other Pacific Coast Network. 

Don Lee Stations on Parade-. KOOS-COOS BAY, OREGON 

• you're interested in selling the wcalthij "lumber shipping capital <>{ the loorld," first look at competitive network maps. 
J te that tlie nearest competing network station is located in Eugene, about 65 miles away with mountains in between! 

ere are 23 otiier Coast markets in tvhich Don Lee has the only network station. If yon want to cover the whole Pacific 
( ast, you need tlie 45 stations of the Don Lee Network. 

%e Nation^s Greatest Regional Netivork 




Represented Nattonally hy ]o\w isi.AiR & Company 
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Itacoit Oil the «ir tchets listetters'' appetites 



Flowery adjectives and silken-voiced 
aiuiouncers help sell many a product. 
The Cleveland Provision Company 
(Wiltshire Meat Products) believes in 




Sponsor and m.c. discuss new plug for bacon 



[h'rs combination. But they've added 
something new. They let their prod- 
ucts speak for themselves in a new type 
of air-selling technique. 

The company's show is Win-0, a 
musical quiz program. At commercial 
time, the program m.c. fries Wiltshire 
bacon in the studio so the sizzling can 
be heard over the air. The firm knows 
the commercial is reaching its audience 
because of the show's catchy format. 

Program calls for listeners to guess 
the titles of tunes and mark them on a 
W in-0 card. So far, over a quarter of 
a million cards have been distributed 
in the WERE area. As for the sizzling 
bacon commercial reaching the quar- 
ter of a million Win-0 players, the pro- 
\ ision people say it's selling plenty of 
bacon. -k -k -k 



IVBRV, Coiiii., show sells tree enterprise 



A four-and-a-half minute show on 
WBRY. Waterbury (and four other 
stations), is successfully explaining 
America's profit system to the people 
of Connecticut's Naugatuck Valley — 
and entertaining them as well. The 
Naugatuck Valley Industrial Council is 
selling free enterprise on the local lev- 
el in the manner SPOiNSOR recently sug- 
gested for national advertisers. ("M- 
day for sponsors," 18 December 1950.) 

The Council began its series of pro- 
grams four years ago and those con- 
nected with the show are proud of the 
fact that it never sounds the same. Now 
presented on Tuesdays from 7-7 :05 
p.m., the show starts in a different 
maimer each week. 

Over the years it has opened with a 
circus barker, a magic set, a fairy tale, 
a man being shot out of a cannon, a 
private eye, a < oniic Dutchntan, an au- 
tomobile mechanic, an on-the-spot re- 
j)orter, a fool})all announcer. 

Each show expresses just one idea — 
the o])eratioii or significance of some 



facet of the profit system. The same 
subject treated in the broadcast is near- 
ly always covered in a newspaper ad 
which the Council runs to coincide with 
the broadcast. 

The broadcast's language is kept 
simple, but great care is taken to keep 
the script from sounding condescend- 
ing. All this effort is being rewarded. 

Charles L. Eyanson, president of the 
sponsoring Naugatuck Valley Indus- 
trial Council, says: "There's no ques- 
tion that the series is acquainting the 
people of this highly industrial section 
with the important role industry plays 
in their lives. It has made the people 
of the Valley aware and sympathetic 
of the problems that face industry. 

"Most important of all, the program 
has given us a \ oice; a chance to ex- 
plain many aspects of the American 
economic system that are too often mis- 
understood. 

"As far as we of the Council are 

<'onceriied. it is a comj)lete success." 

★ ★ * 
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Radioed invitation 
draws over 3,000 yuests 

The Kotarides Baking Company ra- 
dioed a Christmas party invitation to 
3,500 program friends aird over 3.000 
showed up. Kotarides i.« convinced of 
radio's pulling power now. 




Junior firefighfers on-stage stars at radio show 

This Norfolk baking firm sponsors 
the Firefighters program on WCAV. 
They decided a Christmas party for the 
Junior Firefighters Brigade, a club 
composed of young program listeners, 
would be ideal on two counts. It would 
build goodwill and. at the same time, 
help determine the show's popularity. 

WCAV was the only means of pro- 
motion for two weeks prior to the oc- 
<;asion. Then came the turnout which 
more than filled a local auditorium. 
Twenty-five members of the school pa- 
trol; 15 firemen; six policemen, and 
six of WCAV's personnel were re- 
quired to hold the more than 3.000 
youngsters in check. 

A two-and-three-quarter hour enter- 
tainment featured Santa Claus, a fire 
demon, contests, and a radio show plus 
a gift package for every person attend- 
ing. In addition, a hillbilly band and 
a magician were on hand, and prizes 
and official flags were awarded to the 
junior fire companies. -k -k 



Ailvertest reports viewing 
cats into sleep 

While daytime TV is the topic of 
much discussion (see section page 33), 
televiewing after 11 p.m. is also under 
study. Advertest Research reports the 
following findings after interviews in 
a sample 763 TV homes in the New 
York TV reception area: 

1. 74.8% of all TV families watch 
video after 11 p.m., at least one night 
a week. 

2. Late evening viewers watch TV 
programing an average of 4.1 nights 
weekly. 

3. Two-thirds of the time now de- 



voted to late evening televiewing comes 
from time previously spent sleeping. 
A third has come from such activities 
as reading, visiting, and radio listen- 
ing. 

A further breakdown shows: 



Arth'ily 

1 V ^'it•'l\ ing 

Sleeping 

Reading, visiting, 
listening 



radio 



Itefore TV 
63.2% 
36.8% 



1.5.3% 
9.9% 
★ * 



Briefly . . . 

A new idea in "co-op" advertising is 
being put to use by WAG A. 

WAGA and WAGA-TV. Adanta. and 
Leigh Foods. Inc.. N.Y.. have combined 



forces for something new in "co-oj)' 



advertising. Both arc sending the sea- 





r to 'f 



■ — 



f^l-Tir r SEP yw^i'T^as;T!!SJ 



WAGA executives beam at co-op spectacular 

son's greetings by means of a Douglas 
Leigh "spectacular" at Broadway and 
46th Street. Flamingo Frozen Juice 
and the stations' trademark, a Scotty. 
are highlighted on the 5,000-light sign. 
A similar sign is set up atop an Atlan- 
ta hotel. 



WHK, Cleveland, evidences what it 
calls "a million dollars worth of faith 
in AM radio."' It's their new SLOOO.- 
000 radio center covering over 105,600 
square feet and housing United Broad- 
casting Company and WHK adminis- 
trative offices. Seven studios and mas- 
ter control are under one roof and 
cover 3.000 square feet. 



Million-dollar radio center houses WHK studios 
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TOM MARKER, v.p m charge 
of Fort Industry's national 
sales office in NY. is telling 
time buyers this week that 
WGBS now has 34. 1 % 
of the total Greater 
Miami radio audience... 
45.7% ahead of the 
second station. 
That's real leader- 
ship, says Tom. 



From the desk 

of TOM FIARKER: 



Radio listening is UP in Greater 
Miami . . . and only WGBS 
can deliver the lion's share of 
530,000 local folks, over a 
million - in rkh booming South 
Florida. Make WGBS your first 
choice for top sales results. 




MIAM[ FLORIDA 



BtEI'OKT TO Si>0.>SOKS for 2» Jatiiiary 1».>1 

(Continued from page 2) 

24 MARKETS HAVE OVERJ00J>00 TV HOMES— 

Analysis by Weed & Co., station rep, shows 24 
areas with 100,000 TV homes or more. New York 
has about 2,000,000; another market 850,000; 
one 800,000; one 750,000; one 650,000; two 
400,000; one 300,000; 4 250,000; 3 200,000; 9 
100-150,000; 4 75-100,000; 17 50-75,000; 9 
35-50,000; 6 20-35,000; 2 10-20,000; one lander 
10,000. 

PHONE VISION NEEDS PLENTY OF "SCRAMBLING"— 

When Chicago tests of Phonevision (pay-as-you- 
see television) were started in 300 homes before 
turn of year only pictures were scrambled. But 
general TV audience has taken to listening to 
clear sound and following "jittered" image as 
best they can, so future tests will "scramble" 
both sight and sound. Reports Commander E. F. 
McDonald Jr. , Zenith president and Phonevision 
inventor: "Up to this point we are greatly en- 
couraged by the progress of this very first 
commercial trial of such a system of box office 
television. " 

RADIO ADVERTISING CLAIMS CONSERVATIVE— Ac- 
cording to FTC, which monthly reports percentage 
of advertising messages set aside as possibly 
"false and misleading," radio consistently 
shows best media record. Average month's radio 
suspects are about 2.5%; average month's TV 
about 3.75%; average month's newspaper and 
magazine about 5%. 

TV STA TION S CLAMPIN G DOWN ON MAIL ORDER— 

Abuses of TV mail order advertising has caused 
most stations either to restrict mail order to 
handful of reliables or establish rigid stand- 
ards. Among first to insist on standards were 
WNHC-TV (New Haven), WPIX (New York). Some, 
like WJAR-TV (Providence), WOI-TV (Sioux City), 
won't accept mail order. WBKB (Chicago) re- 
quires advertiser put up |25,000 bond. 
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In the Northwest... 




In i\Iinncap()lis-St. Paul alone, thirtng Clii>s A 
listening pcriotls. seven nights a week. W'Cf'.O gets 
ail average qiiai ter-lioiir rating of 1 1.5 . . . on the 
average deliver.s 30% more faniilie.s llian both 
Twin Cities TV stations cc)nil)in(;tl tluring Class A 
viewing [XM iods! (I'ulsc: Sov.-Dcc. 1950) 




Here's proof: All told. 50,000-watt WCCO reaches 
891.600 radio families (50-100% BMB Nighttime 
Listening Area) ... seven times more than the 
127.390 set-owning TV families reported hy Pulse 
for the TV service area. 



bigger 
S costs 9 times 




Based on Twin Cities l aliiigs, one \V(XO Glass A station Ijreak, 
for exanij)le, costs 73if per thousand families delivered ... 
nine times less than tlie average ($6.50) rost-pi;r-thousand of 
a full Class A station break on the two 1 V stations. (On a 
year-round basis W CCO's cost-per-thou.sand averages only 53<'.) 





SEE WEED 




Reader inquiries below were answered recent- 
ly by sponsor's Research Dept. Answeri 
are provided by phone or mail. Call MU. 
8-2772; write 510 Madison Ave., New Yorit 22. N. Y. 



THRIFTY 
COVERAGE^ 




WHBQ— IN THE SOUTH'S 
GREATEST MARKET 



f|. Wliat are the latest figures on the iiunilier of families owning 
radio sets as compared to television set owners? 

College student, Denver 

A. According to a year-end ^tatenlent hv Robert E. Kintner, 
ABC president. 95% of the nation's 42,843,800 fainilies are 
radio families. And. with .'^ome 9,845,300 t^ets installed, televi- 
sion now reaches nearly 24'% of the country's families. 

f|. Where eau we get information «»n the financial operation of a 
small statitm including details on overhead costs, and approxi- 
mate annual profit in towns of .'5,000 to l.'),000 population? 

Radio station, Jackson, Miss. 

A. If you are a meml)er of the National Association of Broad- 
cai^ters. this type of data can be obtained from them. Write to 
NAB in Washington. D. C. 

Q. What have you done on TV, in booklet form, that ^ould he use- 
ful to a large advertising agency in England? 

Radio station, New York 

A. sponsor's "199 TV Results" (capsuled TV success stories) 
and "TV dictionary for sponsors'" should be of interest to them. 

Do you liaxe any stories ahont TV sets sold through radio adver- 
tising? Netivorl: librarian. New York 

A. See "Not so mad Muntz" in our 7 November ]949 issue; 
"This team hats .500 in sales," 14 August 1950. Also Radio 
Results in the 31 July and 25 September 1950 sponsor. 

Q. Have you published any articles on the use of institutional ad- 
vertising on radio during World War II? 

Advertising agency media director, Cleveland 

A. See the 11 September 1958 issue of sponsor, "A sponsor's 
view of World War II," and 18 December 1950 issue, "M-Day 
for sponsors." 

How long has Roundup been a regtdar SPONSOR feature? 

Advertiser, Minneapolis 

A. Roundup was started with our 24 April 1950 issue and ap- 
pears regularly in every issue. 

Q. Have you written any stories on the use of radio/TV by under- 
takers? Radio station, Fitchburg. Mass. 

A. SPONSOR hasn't carried any stories on the successful use of 
broadcast advertising by undertakers. ABC has rigid objections 
to accepting advertising from cemeteries selling plots and MBS 
has never accepted such advertising, sponsor's "How times have 
whanged!" in the 4 December issue mentions in brief Conestoga 
Memorial Park on WGAL-TV, Lancaster, Pa., and several Cali- 
fornia TV stations accepting cemetery advertising when it was 
tastefully done. We suggest you contact WGAL-TV in Lancaster, 
and the Southern California Broadcasters Association in Holly- 
wood for further details. 
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IS THE STATION 



THAT COVERS ALL 



SOUTHERN CALIFORNIA 



LIKE A 



38 -STATION 




// is a fact that yott could htty 38 stations 
in Soiitheru California aud not get 
the power, the coverage, or the listening 
audience that kmpc aloue will give you. 



K M P C £06, AH4feUi, • 7iO KG 



In KMPC's 50,000- vsatt half millivolt coverage area are 
5,472,411 people; 1,538,533 radio homes; 1,187,088 car radios. 
50,000 WATTS DAYTIME, 10,000 WATTS NIGHTTIME. 

John F. Patt, President, R. O. Reynolds, V.P. & Gen. Mgr. 

REPRESENTED BY H-R REPRESENTATIVES 
AFFILIATE, LIBERTY BROADCASTING SYSTEM 
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ALKA-SELTZER STORY 

\C.ontinued jroin p(i!(e 27 I 

cliairnian of ihe board and still active 
at 76; Waller IJeardsley, president; 
Oliver B. Capelle. sales proiiiolioii 
manager: H. S. 'I lionipson. advertising 
n^anager: and L. E. Waddinglon, ra- 
dio/1^ director. 

Ont of the jnnible of shifting pro- 
grains, a pattern of two trends run- 
ning side b\ side is discerned: news 
broadcasts and. until recently, enler- 
lainnient witb a rural tone. 

News broadcasts were first u^ed on 
a spot basis until the sales response 
indicated thai it was time to nn)ve to 
larger weapons. The next step was 
purchasing the 9 p.m. news show on 
the Don Lee netw'ori< in 1936. Bv 
1941. Miles' experience justified sign- 
ing for NBC's Xews of the World with 
John Vandercook. This program, now 
featuring Morgan Beatly as the com- 
mentator, is worth about $2,500,000 in 
drug sales for Miles, according to trade 
estimates. During the latter part of 
llie war the new apiiroach was supple- 
mented by adding the Robert Si. John 
show. St. John gave a personality slant 
to the news with jjortraits of outstand- 
ing figures. 

After the Ham Dance, the outstand- 
ing show in the Miles rural program- 
ing trend was Luin ami Abner. The 
Elkhart firm began sponsoring these 
two comedv storekeepers of Pine 
Ridge, Ark., in 1941 on A\iC. That 
same year, this show became the first 
commer<-ial account for the Keystone 
Network. Transcriptions from the 
ABC broadcasts were run over 150 
Keystone stations in the areas where 
there was no satisfactory ABC cover- 
age. At the end of the first 13-week 
period. Miles made a check on these 
Keystone stations by oilering a photo 
of Luin and Abner. Two hundred re- 
quests per station would have been 
considered satisfactory. More than 
62,000 were re<-eived. In stating that 
the way to reacb rural audiences was 
through rural stations. Keystone cited 
a study made by the Nielsen Drug In- 
dex staff. This survey showed that the 
rural station cities were 28% ahead 
of all other markets after the 26-wcck 
local iii-tow u-station broadcasts for 
Miles. 

In 1947, however, the Keystone time 
was dropped f<jr Luin and Aimer and 
ihc priniarj <;overage shifted from AB(^ 
to CBS. The next year Miles aband- 
oned the program comph'tely. conocn- 



Irating on shows with a broader ap- 
peal. This year the only "small town" 
phase of Miles radio advertising is a 
series of Nervine announcements. They 
are oiil) a minor part <jf the broadcast 
budget. 

Despite the passing of the corn cob 
pi|je from their shows, that WOWO 
sigii-ofl iiielod) "Back Home in Indi- 
ana" can still be associated willi the 
coinpau)'. sales promotion manager 
Capelle says. '"Miles official represeula- 
tivcs. by common consent, maintain the 
status of friendly, small town workers 
who look with great respect upon big 
city contem])oraries while never deign- 
ing to imitate their methods." 

Still, the company can bold its own 
with an\ big cit\ slicker in utilizing 
research. Schwerin is usually busy, 
either jjre-lesting new .shows for them. 



or finding out what s exciting about 
the programs and commercials they 
are now using. For example. Miles' 
da) time serial Hilltop House was ex- 
posed to Schwerin audience test 
groups. Their reactions showed that 
authors Addy Richton and Lynn Stone, 
had unusual skill in dejjicting children. 
To the writers this meant that episodes 
focussing on ) oungslers bad the strong- 
est emotional impact. 

Alka-Sellzer's lone T\ show Quiz 
Kids (which remains on radio in a 
separate version) came under the same 
scrutiny. The smartest and quickest 
of the mental prodigies, the favorites 
of radio, had to give wa\ . The small, 
fi\e-year-old who missed answers stole 
the show. lA s emphasis on jjersonal- 
ily spelled the difTereuce. A valuable 
ti]j for the advertiser was that the Quiz 




-^TIME BUYERS MAKE A 

STRATEGIC HIT TOO... 

WHEN THEY BUY THE 
Kk TREMENDOUS PURCHASING 
|f POWER OF KEYSTONE'S 
^\ SMALL TOWN & RURAL MARKETSS 
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Kids, both on radio and TV. is ])ai- 
ticularly liked by grandparents. (.Miles 
is now extending; this TV effort with 
annoinicenicnts in 13 top inarkols on 
an 18-\\eek srhedide.) Even the Aeivs 
of the World was improved despite the 
somber state of the world described 
ill the broadcasts. Simplifying the lan- 
guage, it was found, brought large au- 
dience increases. 

Audience testing provided Carlton 
Morse, creator of One Man's Family, 
with data on the relative popularity of 
various members of the famous Bar- 
bour household. The 15-niinute dra- 
matic series is heard across the board 
over NBC 7:45 p.m. -8 p.m. 

Miles also watches audience reac- 
tions on connncrcials. Should the mes- 
sages be in jingles, dialogue, or 
straight deliver) ? When should they 



be inserted during the program.'' 
Sehucrin has to provide the answers. 

The Elkhart firm ha> been working 
with A. C. Nielsen since the early Thir- 
ties when it became one of the pioneer 
users of the Nielsen Drug Index. When 
the marketing research agenc) began 
measuring radio audiences eight years 
ago, Miles became one of the first cli- 
ents for this service, too. 

Never one to rest back with just a 
good share of the market, the Indiana 
drug firm is always curious about 
thos< radio listeners who do not hear 
its advertising. (Thirt)-oiie million out 
of 42 million U.S. radio families week- 
ly hear the Alka-Sellzer message. I 
Nielsen is asked to evaluate the special 
characteristics of this group, and once 
the answer is worked up the Wade 
agenc) looks for the program that will 




Leading National, blue chip advertisers are discovering every 
day that KEYSTONE'S afFiliated stations produce results when 
you want to reach the high purchasing power of the small town 
and rural markets! And, according to BMB studies, these small 
home town stations produce the highest listener-loyalty. 

The Keystone Broadcasting System has more than 400 Stations 
ready to fake you info this tremendous market . . . RIGHT NOW! 
And there's not a single KBS station located in a TV-station city 
. , , KBS-is beyond efFecfive TV! 

Write today for information on the only established 
and growing Transcription Network . . . where one 
order on/y buys an attractive and productive package! 



KEYSTONE BROADCASTING SYSTEM, INC, 

580 Fifth Ave., New York, N. Y. - 134 LaSalle St., Chicago 




appeal to that audience. 

Nielsen makes use of the fixed sam- 
ple group of homes where his audime- 
tcrs are installed for tiie consumer in- 
dex. i\ pantry audit among these fam- 
ilies shows what listeners become cus- 
tomers for the drug company. Miles 
learns how its sales in particular areas 
compare with the (■omj)etition through 
the Nielsen Drug Index which records 
the movement of goods acros* drug 
counters in a f)()-day j)eriod. 

Su<'li data is not only related to ra- 
dio advertising. The drug firm also 
checks on its car card, magazine, and 
newspaper usage (about l()-l5'/r of its 
l»romotion builgct). Miles was a heavy 
user of car cards fluiing the 'lliirties 
but has since tapered off in this direc- 
tion. But )ear-round cards in major 
cities are still the most outstanding of 
their kind, featuring lop notch car- 
toons and jingles. 

New'spaj)ers and magazines, which 
have alwa\s had a place on the Miles 
ad budget, wert used last year to help 
introduce two new products, Tabcln. 
an anti-histamine. and Bactiue. an an- 
tiseptic. Tabcin gets a heavy play in 
the newspapers, niostl) large city dail- 
ies, during the cold and hay fever sea- 
sons. 

In addition to its fame as an adver- 
tiser. Miles is known as the father of 
fair trade legislation. This drug firm 
has been in the forefront of the fight 
for retail price maintenance for a gen- 
eration. The late Edward S. Rogers, 
the company's legal couiisel. Iiad an 
important role in the writing of one of 
the first fair trade laws, the act passed 
b)' California in 1933. 

This aggressive spirit has distin- 
guished the Miles operation through- 
out its 66-year history. Add to this the 
|»owerful air ad\citising techniques de- 
veloped during the last 18 years and 
the epic story of Alka-Seltzer shows no 
sign of diminishing. The chapters to 
come in future years should be at least 



as significant. 



★ ★ ★ 



MEN, MONEY & MOTIVES 

[Continued from page 6) 

ing is that "action" results, and people 
love action. Mad-dog killers, largely 
unexplained and largcK unmotivated 
foul deeds evidence not '"action"' in the 
story but intellectual "inaction" in laz) 
writers of low-grade literary inveuli'on. 
The smarter sponsors are catching wise 
to the racket of pandemonium used iii- 
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stead of plot, choking sound effects in- 
stead of jilayable scenes. 



Tele\ 



ision news programs are 



bene- 



niore satisfying "silent" (with insert- 
ed ca[)t:ons) than ever since with a 
running sound track. * * * 



fiting, along with radio news programs, 
by present revival of sponsor interest 
in news as an audience-getter but the 
fact remains that like many a TV quiz 
show the T\ news shows are essen- 
tially ''verbal," gaining not too much 
from the addition of sight. The trade 
still awaits the genius who can break 
out of the "verbal" and into tbe "vis- 
ual" in indigenouslv TV technique. 
Here you get a quaint twist on the 
newsreels which were faster, fuller and 



TWA TAKES TO THE AIR 

i Continued from page 31) 

SPONSOR learned. 

Yet. with more scheduled airlines 
prosperous than ever before, they 
have taken a virtual "ceiling zero" at- 
titude toward broadcast advertising. 
The majority of scheduled airlines can- 
vassed by SPONSOR said they were 
spending about 80 to 90% of their ad- 
vertising appropriations on newspaper 
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WSBT 



GIVES YOU BONUS COVERAGE! 



The Soutli Beiid-Misluiwaka trading area all by itself — is 
a market wordi covering. Over lialf-a-niillion [)eoplc live 
in these eiglit counties alone. '^I'liey S|)entl nearly lialf-a- 
hillioii dollars a year on retail j)urcliases. 

And that's just /w;/ of W'Sirf's primary coverage! Tlie 
entire |)riniary area takes in 1^4 niillioii people who spend 
nearly billion a year. That's what we inean hy bonus 

coverage! 

Want your share of this hig, rich bonus? It's yonrs with 
WSH T, the only station w hii li dominates the entu e market. 

PAUL H. RAYMER COMPANY • NATIONAL REPRESENTATIVE 
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and magazine space, and devoting s 
pittance of 5 to 15% to radio/TV an- 
nouncements — "only when we have 
something to talk about." 

Typical was the response of Ameri- 
can Airlines, the biggest domestic op- 
erator, which spends less than 5% of 
its $l,000,000-plus advertising budget 
for broadcasting. Said James Dear- 
born, advertising director: "I'd say we 
didn't spent over $20,000, at most, on 
radio last year. We use announce- 
ments only when, for example, we want 
to report we're putting on D-6 coaches. 
To us, broadcast advertising is a spe- 
cial occasion thing." 

In the aviation field at large, there 
were two notable exceptions to this 
rule (quite apart from TWA). 

One is Eastern Airlines, which boasts 
of spending "more for broadcast ad- 
vertising than any other domestic 
scheduled airline." Currently, it spends 
S400,000-]3lus annually for announce- 
ments on 40 radio stations in 17 cities, 
plus a TV program on WAGA-TV. At- 
lanta. 

The other exception embraces the 
non-scheduled airline field. These mav- 
ericks of aviation (individually pica- 
yune in size compared to scheduled 
airlines) have been spending ttvice as 
much, in ratio, for broadcast advertis- 
ing as their bigger brothers. Consider 
these three cases; 

1. ]\Iajor Aircoach System, Inc. (an 
airline as well as a ticket agency), has 
abandoned all other media to spend 
S125.000 on broadcast advertising. It 
uses radio/TV atmoimcements in New 
York, Chicago. Miami, Los Angeles, 
and Miami. Account executive Sig 
Shore, of Cavanaugh-Shore, Inc.. New 
^ork, says: 

"Some 75% of our traffic is brought 
to us by radio. When Major Aircoach 
started using broadcast advertising in 
January. 1950, it was grossing $2,500 
to S3. 000 a week. Today, it's close to 
815,000. And "we know broadcast ad- 
\ertising is responsible, because not 
only do we query each passenger 
where he heard about our service; we 
ask him what station he heard it on." 

2. Safeway Skycoach Agency. Inc., 
which handles ticket sales and advertis- 
ing for 14 non-scheduled airlines, re- 
portedly spends more than $1,150,000 
on radio/TV announcements aimuab 
ly. It's on radio in 40 cities and TV 
in eight cities. Its clients include such 
lines as Arrow Airways, Miami Air- 
lines. Peninsula Air TraiM^port, and 
California Eastern Airways. Says 
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Safeway's advertising director, Jack. 
Barnes: "Radio/TV has done more 
i than anything else to luring non-sched- 
uled airlines' ni(!ssage to the mass pul)- 
lie." 

3, Flying Irishman Airlines, Inc., 
spends SI, 000 a week alone for six 
daily one-minute radio announcements 
^ on WINS in New York. (It has also 
been advertising on WMCA and WOR 
in New York.) Says Joseph Resell, 
publicity director for WINS: "Flying 
Irishman is so aggressive, that it even 
advertises, 'If you don't have enough 
money to buy a plane ticket, borrow 
from us, and pay us back in install- 
ments'." 

In the light of this background, 
TWA's role as the leader of the avia- 
tion industry can be viewed more 
clearly. Why is it burgeoning forth in- 
to network advertising? And what ef- 
fect will this pioneering step have on 
the other aviation sponsors? 

The first question can be answered 
simply in the words of Sam J. Henry. 
Jr., assistant advertising director of 
TWA: "(a) We've grown up in spot 
radio, found it valuable, and now we 
want to reach a wider audience, (b) 
A network radio show, like Mr. and 
Mrs. Blandings, is designed for the 
whole family. It'll help us reach the 
family trade — especially in big cities, 
where our scheduled and non-jn^hed- 
uled airline competition is stiffest. (c) 

*TWA has always been the bellwether 

' of the airlines, and we've found that 
pioneering pays dividends." 

An examination of TWA's spot ra- 
dio/TV history clearly reveals that, 

''while the company has been a trail 
blazer, it has not rushed in to pioneer 
without taking preliminary precau- 
tions. It has always felt its way ahead 

'! carefully. 

\ "Look before you leap has been our 
policy," says George Bush field, TWA 
account executive at Batten, Barton, 
Durstine & Osborne. "Back in Janu- 
ary, 1947, we asked Alfred Polilz Re- 
search, Inc., of New York, to test the 
announcements on several stations in 
St. Louis. Some legitimate TWA an- 
nouncements and some bogus TWA an- 
nouncements were first played in the 
homes of listeners as a check on the 
confusion facior. Then after the legiti- 
mate announcements were on the radio 
for two months, Politz made his sur- 
vey of the St. Louis public. He found 
that 46% of the audiences had heard 
the legitimate TWA announcements on 
the air. 

29 JANUARY 1951 



3# 






• 9 • 

J J 0 B t TC fl • 

.Jit " «tie.«iJ««« ,, 




Fastest GroyAfing Area in the South 





95th MARKET IN 
THE UNITED STATES 

• Mighty MONTGOMERY, capital city 
of Alabama, is the hub of one of the na- 
tion's top markets; the South's most pro- 
gressive industrial and agricultural center. 

TRADING AREA POPULATION 
OF OVER 600,000 

• Mighty MONTGOMERY, whose city 
population alone totals 107,000, dominates 
the rich surrounding trading area of 11 ex- 
panding counties. 

$133,890,000 
CITY RETAIL SALES 

• Mighty MONTGOMERY, had city 
retail sales in 1950 that were $5,000,000 
above those of the previous year; proof 
that this market is the "fastest growing 
area in the South." 



Write, Wire or Phone for Availabilifies! 



NBC 

WSFA 

Represented by 
Headley-Reed Co. 


, 


CBS 

wcov 

Represented by 
The Taylor Co. 


MONTGOMERY 
NETWORK 




■ W ■ WW ■ V ■ * 

STATIONS 
ASSOCIATION 1 


^ 1 


MUTUAL 

WJJJ 

Represented by 
Weed & Co. 


ABC 

WAPX 

Represented by 
The Walker Co. 
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■■\\ e knew then thai national sjjot 
announcement advertising was for us." 

Since tlien. T\\ A prohabK has used 
more widespread radio T\ announce- 
ments than any other single trans-con- 
tinental-international airline. In 1950, 
it spent ahout S2o0.000 for radio an- 
nouncements on 15 stations in IB cit- 
ies; and T\ announcements on 45 sta- 
tions in 18 cities: foreign language 
broadcasts on 50 stations in 25 cities; 
and T\ announcements on 11 stations 
in three cities. 

The spread of T\\ A's oiie-minute ra- 
dio announcements is revealed in this 



hreakJown of a typical month's station 
list (a total of Sfl.4^!8.y4 spent on 39 
stations in Oetolier, 1950 ) : 

KGGAI and KOB. Albuquerque: 
KFDA, KLYN, Amarillo; WCFL, 
W^JJD. Chicago; WCKY. 
WSAI. Cincinnati: WP.XS. 
Cohnnbus; WHIO, WING. 
WP^BM, WIRE, WISH. In- 
dianapolis: KC.MO. Kansas Cit) ; 
KFAC. KFWB, KMPC. KNX. Los An- 
geles; WWK. \VI\\. WKLO. Louis- 
ville; W,\KW. .\cw York City; WFIL. 
WPEN. Philadelphia; KOOL. KTaR. 
Phoenix: WCAE. WWSW Pittsb 



WIND. 
WCPO. 
W'^COL. 
Davtoii 



)urgh ; 



W B N S gives you this 
rich portion of sales 
producing Ohk) 





This is 0 big thunk of prosperous Ohio 
territory you sell when you advertise on 
WBNS. There are 187,980 WBNS fomilies 
with.on-income">4l,387.469,000. WBNS 
covers the morket ot lower cost to 
odvertisers. 

A test will prove to you thot you get the 
best results in centrol Ohio rodio when the 
stotion is WBNS. 

ASK JOHN BLAIR 

NATIONAL REPRESENTATIVES 



KWK. St. Louis; KJBS, KFRC. KSFO, 
San Francisco; and WINX, WRC. 
WWDC. Washington, D. C. 

T\ announcements have been re- 
stricted to stations in three cities: 
WEXR-TV. WGN-TV, WBKB, Chica- 
go; KECA-TV, KNBH, KTLA, KTSL, 
Los Angeles; and ^'ABD. WCBS-TV. 
W JZ-TV, WNBT, \^'OR-TV. WPIX, 
New York. (Present plans call for a 
series of five-niinute TV travelogue 
jirograms emphasizing TWA's service 
to London. Paris. Rome, and other Eu- 
ropean ])oints, as well as U. S. vaca- 
tion areas.) 

What has been TW^A s strategy in 
the selection of radio stations for an- 
nouncements? Mar) Ellis. TWA time- 
buyer for BBDO, puts it this way: 

1. Load your heaviest radio ammu- 
nition in those cities where airline com- 
petition is heaviest. 

2. Seek a combination that will fur- 
nish y»u with the highest frequency at 
the lowest cost. ('"Minutes on indepen- 



CLOTHlNGl 




POWER WBNS 5000 -WELD 53,000 -CBS COLUMBUS, OHIO 



UNG-WORTH 

FEATUKE PKOGKAMS, Inc. 
113 W. 57th ST.. NEW YORK 19. N. Y. 

.Vetuvri Calibre Ikogram at Cocal Slalm Cost 



88 



SPONSOR 



dent stations often gi\e us better value 
than chainbreaks on higher costing net- 
work affiliates. Utilizing both high 
power and low power stations in a sin- 
gle city proved good for our purposes 
in many cases.") 

3. Use stations whose audiences are 
close to TWA on-line cities. ('"Few 
people will travel 200 miles to gel to 
an airport.") 

4. Employ stations in those cities 
where TWA passenger business needs 
bolstering. For example, if TWA's vol- 
ume was good from Los Angeles to 
New York, but showed signs of slump- 
ing in the opposite direction, it would 
be logical to boost radio announce- 
ments in New York. 

TWA's sales pitch has been equally 
astute. The local aimouncements have 
been geared to local conditions; not to 
praise of the airline's institutional pres- 
tige. Parenthetically, it might be said 
that the commercials, supervised by 
Robert Foreman, vice president in 
charge of radio copy at BBDO, usual- 
ly are sent to stations with this warn- 
ing: "Please do not schedule a TWA 
announcement adjacent to a newscast 
in which there is news of an aircrash. 
We will okay a makegood if you sub- 
mit it to us for approval." 

Generally, TWA's announcements 
have been tailored to fit specific needs 
of the market. A typical one-minute 
announcement for listeners to Chica- 
go's foreign-language stations, WSBC 
and WGES, presents this sales pitch; 
"TWA offers a special 15-day round- 
trip to Italy for as little as 10% more 
. than regular one-way fare! For in- 
stance, it's only $363.35 round-trip 
from Chicago. Or you can also stay 
as long as 60 days at big savings! And 
you're just 20 hours and 50 minutes 
away from the U. S. . . ." 

In January, February and March — 
when air vacation travel naturally de- 
creases — TWA hypos sales with a 
pitch for its special "quickie vaca- 
tions." A typical message delivered 
from KCMO, Kansas City, read, in 
part: "If you're a bit weary of winter 
along about now, I really don't blame 
you for wanting to get away from it 
all. . . . 

"Well, you can, on a TWA Quickie 
Vacation! Yes, a Quickie Vacation in 
the Southwest Sun Country that you 
can enjoy in as little time as a long 
weekend, thanks to TWA speed and 
TWA flight frequency. By TWA Con- 
stellation, you'll be in Phoenix in just 
five hours, 55 minutes. And Los An- 



FOR 



COVERAGE 



WITH A 




It K O T O X A 1. 1. 



WGY and only WGY with its powerful 50,000 watts serves 53 counties 
in 5 northeastern states. Included in this tremendous coverage picture are 21 
major metropolita n markets each with 25,000 or more people within its retail 
trading area. 



HOOPER SSIOWKIt IT . 

HERE THEY ARE 



N !•: W Y () U K 
ALBANY 
AMSTERDAM 
GLENS FALLS 
GLOVERSVILLE 



HUDSON 

JOHNSTOWN 

KINGSTON 



BMB i'MtOVMiiP IT 



NORWICH 
ONEONTA 
ROME 



3 1 A S S A C II U S E T T S VERMONT 
ADAMS PITTSFIELD BARRE 

NORTH ADAMS BENNINGTON 



SARATOGA 
SCHENECTADY 
TROY 
UTICA 

RUTLAND 
BURLINGTON 



. . . add to this the home counties In which these 21 cities are located and you 
have a richly concentrated market of 2,980,000 people with spendable incomes 
in excess of 3 billion dollars 



I. O C A 1 . 1. V 



In the 1 1 county area recognized by the Commerce Department of the 
State of New York as "The Capital District", the actual BMB county by county 
breakdown showing the percentage of radio families comprising a stations weekly 
nighttime audience is as follows: 



COUNTY 

ALBANY 

COLUMBIA 

FULTON 

GREENE 

MONTGOMERY 

RENSSALEAR 

SARATOGA 

SCHENECTADY 

SCHOHARIE 

WARREN 

WASHINGTON 



WGY 


STA TlOiX A 


STATION H 


.STA'FI 


90% 


82% 


63% 


67% 


84% 


32% 


25% 


35% 


87% 


22% 


14% 


22% 


87% 


19% 


29% 


36% 


96% 


31% 


m 


21% 


BB% 


88% 


53% 


55% 


96% 


57% 


45%" 


45% 


91% 


77% 


54% 


52% 


97% 


«% 




16% 


91% 




19% 


1B% 


93% 


32% 


30% 


29% 



With a BMB average of 90^^ WGY leads its closest competitor by more 
than 45% for the combined 1 1 counties of New York State's Capital District. In no 
instance does any area radio station surpass WGY in the number of nighttime 
listeners — even in home counties. In daytime listening one station enjoys a 
slight margin in only one county. Here is the actual station by station comparison 



STATION WGY (50,000 VJ) 
STATION A (5,000 W) 
STATION B (10,000 W) 
STATION C [1-5,000 W) 



TOTAL WEEKLY AUDIENCE 
DAY MCIIT 
428,160 451,230 
163,910 171,940 
107,910 113,360 
115,510 121,220 



WGY 

A GENERAL ELECTRIC STATION 

Represented Natianally by NBC Spot Sales 



--^0 on your dial 

50.00of^eri!flwatts 

afftliated with 



So remember, for com- 
plete coverage of a vast 
53 county area plus con- 
centrated coverage of New 
York State's 3rd market, 
the Capitol District, your 
best radio buy is WGY. 
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ShouldVe 
Used 



WREN 

T 0 P E K A 




ABC 

5000 WATTS 



WEED & CO. NATIONAL REPRESENTATIVES 



KFVD 





LOS ANGELES 



geles in just six hours from Kansas 
ity. . . . 

Other sales messages highlight low- 
cost travel by Constellation Skycoach 
or raid- week bargain family rates — all 
designed to convince the listener that 
air travel is not a flossy rocket-to-the- 
moon expedition, hut a convenience as 
natural and as safe as boarding a trol- 
ley. 

Stanley Mortimer, assistant TWA ac- 
count executive, points out that TWA 
has one uni(|ue advantage as an adver- 
tiser: it is able to check up daily on 
its national sales. If a certain (light is 
booked heavily in advance or if pas- 
sengers are turning their backs on that 
(light, the airline knows about it right 
away. Quite often, TWA can adjust its 
local sales pitch to meet this situation. 
For example, two weeks before Christ- 
mas in 1950, TW V's low-cost Skycoach 
out of New \ork was booked ahead 
solidly. Consecpiently, changes were 
made pronto in the TWA announce- 
ments coming three times weekly over 
Martin Block's Make Believe Ballroom 
program on WNEW, New York. In- 
1 stead of promoting just Yule Skycoach 
passage, the message extolled the gen- 
eral virtues of TWA as an airline sys- 
tem. 

Interestingly enough, TWA's new 
network show, Mr. and Mrs. Blandings 
( taped from Hollywood and starring 
Cary Grant and his wife, Betsy Drake, 
at an estimated time-talent cost of 
$20,000 weekly), will fuse the advan- 
tages of both local announcement and 
mass network coverage. 

The first two commercials will go to 
all CI of the NBC stations; the initial 
message will sell TWA's service and 
equipment as compared to other air- 
lines; the middle message will sell air 
travel generally, as compared to other 
modes of transportation. However, the 
third message will be directed to a split 
market. On 24 stations, there will be 
a local cut-in and the message will sell 
local TWA service: the remaining 37 
stations will carry a general commer- 
cial concerning TWA's virtues. 

"In this manner." says assistant ad- 
vertising director Henry, "we gain 
prestige and hard-hitting, nuts-and- 
bohs selling, too. True, an additional 
announcer will have to be available to 
deliver the local sales pitch at the 24 
stations. But the (lexibility thus pro- 
! vided is well worth it. The way we 
figure it, we'll reach a larger selective 
audience on an economical cost-per- 
thonsand basis." 
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Wliat effect will J \VA"s expanded 
broadcast advertising exert on the rest 
of the industry? It's probably too soon 
to make any predictions. However, 
from what sponsor was able to deter- 
mine, the move will likely induce oth- 
er reluctant airlines to increase their 
broadcast advertising approj)riations. 
An official of Northwest Airlines, which 
covers 36 cities, pointed out: "We ll be 
spending fairly substantial smns from 
our $1,250,000 advertising budget in 
1951 for radio/TV for the first time. 
Up till this year, we used a few radio 
announcements in Pittsburgh and An- 
chorage, Alaska. \^Tiether we've been 
influenced by TWA. I can't say." 

More to the point was the comment 
of a spokesman for American Airlines: 
"You can bet your boots we'll be ex- 
amining TWA's success or non-success 
in network radio verj' keeidy." 

With TWA winging ahead, avia- 
tion's ceiling zero on national air ad- 
vertising may soon change to ceiUng 
unlimited. ^ * -k 



WHAT TREBOR DOES 



LOCAL ACCOUNTS 



TREBOR'S STATION 

(WVET) 



Pi 



iii 



1280. 
KC 



can do for YOU in 
ROCHESTER, N.Y. 



Trebor (Daybreaker-Best 
by Request) sells out on 
WVET because Trebor 
"sells" — and so does 
WVET... at low rate, too. 



5000 
WATTS 




TREBOR 



IN ROCHESTER, N. Y. 



Represented Nationally by 
THE BOLLING COMPANY 



NEWS SPONSORSHIP 

(Continued from page 25) 

ed media." 

So widespread has been the recent 
stampede into radio news tiniebuying, 
si'O.NSOR learned, that it's becoming in- 
creasingly difficult to buy choice news 
spots. (Generally, as a rule of thumb, 
the best news time spots are those verg- 
ing on the hours 7 a.m., 12 noon, 6 
p.m. and 11 p.m.) 

However, because of the l)ur<reoning 
demand, most networks and radio sta- 
tions are increasing their newscasts 



and news commentaries. If the pros- 
pective sponsor exerci.-es discretion, he 
can still ])ick up a good news buy. 
Here are just a few seWtod at random 

b\ SPONSOR. 

A etn ork : 

Many sponsors are b)-i)assing a 
good bet in the purchase; of half-hour 
or hour-long news-in-revicw periods. 
These network packages dramatical- 
ly edited and counncntaried. wi:h tape 
recordings from around the world — 
offer as much entertainment and in- 
formation as a Time or Newsweek. An 
exciting example is the new CHS' Ed 



SOUTHWEST VIRGINIA'S /^^mee^ f^ADlO STATION 



1949 BMB 

Daytime 


BMB Radio 

Families 


Prelim. Reports 
1950 U. S. Census 


1949 

Retail Sales 


50-100% 
19 Counties 


101,680 


517,587 


279,752 


25-100% 
27 Counties 


157,110 


814,186 


452,784 


10-100% 
36 Counties 


216,220 


1,115,996 


610,207 


1949 BMB 

Nighttime 








50-100% 
10 Counties 


72,050 


360,853 


232,657 


25-100% 
22 Counties 


128,350 


654,711 


373,006 



10-100% 

31 Counties 188,540 972,052 538,598 

^RETAIL SALES FIGURES, "ttt" OMITTED ARE FROM SM lilt "SURVEY OF BUYING POWER" 

The WDBJ listening habit began in 1924 — and 
has enjoyed continuous Columbia Network service 
since 1929. 



CBS • SOOO WATTS . 960 KC 

OwRtd and Operated by the 
TIMES-WORLD CORPORATION 



ROANOKE, VA 

FREE & PETERS, INC.^ National Representatives 



A 
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One 




CBS 

Means 

WDNC 



DURHAM, 
North Carolina 

5,000 WATTS 

620 K.C. 

PAUL H. RAYMER, REP. 




Murrow "magazine for the ear," Hear 
It Now (Friday, 9-10 p.m.). 

Although a program of this sort 
costs a sponsor $1,133,000 annually 
for time, plus an additional $11,600 
^^'eekly for talent, it would seem well 
worth while. The two half-hour sus- 
tainers which it replaced, Broadway 
Is My Beat and Up for Parole, had rat- 
ings respectively of 7.7 and 7.9 — each 
about two points higher than commer- 
cial programs at similar times on op- 
j)osing networks. (The show will ob- 
tain its first rating next month.) On 
a typical program, the listener is a])t 
to hear on-the-spot reports by eye wit- 
nesses of the U. S. Marine evacuation 
from Korea, dubbed-in ^'oices of Ber- 
nard Baruch, the Duchess of Windsor, 
Carl Sandburg, Branch Rickey, theatre 
reviews by Abe Burrows, a "profile"' 
of a current headline figure, a news 
analysis by Don HoUenbeck, and ni.e. 
narration b) Edward R. ]Murrow. 

Other networks have similar good 
buys. NBC's Voices and Events (.6.30 
to 7:00 p.m., Sundays) costs about 
$5,000 to $6,000 weekly for talent, the 
time cost depending on the number of 
stations employed. This one is edited 
and narrated by James Fleming; high- 
lights the use of on-the-spot tape re- 
cordings taken by NBC correspondents 
throughout the world. Amusingly, Joe 
Myers, NBC's manager of news and 
special events, tells of the time corre- 
spondent Peter Murray dispatched 
from Taigu a tape recording wrapped 
around a Blatz beer can, "because 
we're short of sjjools in Korea." Also, 
of the time 1\'BC tape-recorded an in- 
terview with an American major in- 
side the Capital Night Club in Korea. 

A hootchy-kooteh dancer at the night 
club lisped into the tape-recording ma- 
chine, "I love the major. ' 

"For heaven s sakes! Don't tell my 
wife about this! ' hollered the major 
frantically. And the delighted listen- 
ing audience heard it all over Voices 
and Events. 

A counter])art on ABC is This Week 
Around the World (3:00 to 3:30 p.m., 
Sunday), edited and narrated by John 
Daly, ^vith tape-recordings from ABC's 
three Korean correspondents, Ray 
Falk, Richard Rendell and Fred 
Sparks. This one costs about $7,000 
for time and $2,000 to $3,000 for tal- 
ent, on a weekly basis. Don Coe, ne^^•s 
editor for ABC. points out that, al- 
though the network's newscasts are 
pretty well sold out, a sponsor would 
do well to buy. on a co-OJ)erati^■e basis. 



time with such news maestros as El- 
mer Davis and Martin Ogronsky. (The 
timebuying would be done through lo- 
cal stations or their representatives.) 

[Mutual, which boasts a 20% in- 
crease in the sale of news time since 
the Korean conflict started, also is 
proud of what it calls "the biggest co- 
op buy in radio commentators" — Ful- 
ton Le^^■is, Jr. He has over 300 spon- 
sors. Mutual still has some 15-minute 
network newscasts open for sale (about 
$7,500 for time and talent) and five- 
minute newscasts (about $42<? and up 
for time and talent.) 

The comment of Mutual's radio news 
director, Milton Burgh, is significant: 
"If a sponsor buys radio news, he 
knows he has it all o^'er TV news or 
black-and-white. 

"Our Washington man. Bill Hen- 
ry,'' he adds, "was on the air 20 min- 
utes after the attempted assassination 
of President Truman ^^ith the full sto- 
ry. How long ^^'as it before the TV 
newsmen had the same event on vid- 
eo c 

Local Radio News: 

Good news buys on local stations 
are still abundant, depending on the 
sponsor's ability to select. W. B. Jen- 
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ALABAMA'S 

BEST 

BUY 
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PROMOTION 

WABB on your order list repre- 
sents Alabama's Biggest Bonus! 
On WABB you are assured of con- 
sistent, planned promotion . . . 
immediate and continued accept- 
ance of sponsor identification! 

CHECK THESE FIGURES 
FOR A RECENT MONTH 

• 32,858 Lines af Newspaper 
Advertising 

(Sponsors were Identified in 
about half) 

• 8,9 75 Lines af Newspaper Edi- 
torial Mentian 

(The equal of about 4 full pages] 

• Regular Air Pramotional An- 
nauncements 

(Supplementing network build- 
ups) 

• PLUS —Point of Sale Posters 

• PLUS —Dealer letters galore 

• p U ^ — Personal contact on 

the local level 
Add WABB to your "MUST" list 
now! Join the sponsors who are 
now receiving each month their 
WABB program promotion kits 
through their friendly Branham 
man. 

AMEBIC AKT BBOA DCASTIN& CO. 

Owned and Oper- 
ated by the Mobile 

Press Register 
Nationally Repre- 
sented by The 
Branham Company 
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nings, sales manager assistant at WOR, 
New York, points out: "WOR news is 
a profitable purchase because \ve\e 
built up a reputation for news. Be- 
cause of the hypoed buying, we've in- 
creased our news schedule." A 15-niin- 
ute newscast in the daytime at WOR 
costs about $330 for time and talent, 
and 15 minutes' of a commentator like 
Gabriel Heatter about $576. 

An amazingly wide coverage can be 
obtained. SPONSOR found, by buying 
news time on local stations like KFYR, 
Bismarck, N. D., or WNAX. Yankton, 
S. D. In an area sparsely covered by 
newspapers, the WNAX coverage ex- 
tends to North Dakota, western Minne- 
sota, and part of Iowa and Xebraska. 
Time and talent cost for a 15-minute 
newscast three times weekly: $75. 
[1 News listening to 1.000- watt WFDF 
i' in Flint, Michigan, reflects the need for 
a sponsor to investigate his market be- 
fore he buys. Since Flint is an iiidus- 
frial town (the home of Chevrolet and 
Buick), its inhabitants work on a 
round-the-clock shift basis. Oddly, the 
peak news listening period, it has been 
foimd. is 4 a.m. to 6 a.m. Time and 
tjMalent cost for a five-minute newscast: 
$75. 

A station affiliated with a newspaper 
can often be an asset to a sponsor, be- 
cause the audience is aware that it's 
getting a bonus share of "live news" 
not taken off the wires. Four eases 
are KGNC, Amarillo, Texas, whose 
news department is headed by Wes Iz- 
zard, editor-in-chief of the Amarillo 
Neivs-Globe; WKJG, Fort Wayne, In- 
diana, affiliated with the Fort Wayne 
Journal Gazette; WBEN, Buffalo, New 
York, affiliated with the Buffalo Eve- 
. ning News: WDSU, New Orleans, La., 
affiliated with the New Orleans Item. 

A sponsor benefits most of all, SPON- 
SOR learned, if he chooses a radio sta- 
tion that has a news staff. Otherwise, 
as Oliver Gramling, assistant general 
' manager of the Associated Press, 
points out. "chunks of copy are torn 
off the teletype machine, and read by 
the announcer raw. And when there's 
no re-writing done, you get no local 
news slant, no reference to the local 
weather, no individualistic news style 
that will distinguish that station, or 
that announeer. In other words, the 
sponsor loses the full value of his news 
timebuying." 

Happily, largely as a resuU of the 
National Association of Radio News 
Directors, an increasing nmnber of ra- 
dio stations are building up full- 




TOP-RATED or 2nd PLACE 

quarter hours between 6 A.M, 
ond 8 P.M. than any other 
BALTIMORE RADIO STATION' 

Again and again we've proved it — 
WFBR is Baltimore's Best Buy for 
sales-minded advertisers! The headline 
tells its own story. For amplification, 
explanation and demonstration, ask your 
John Blair man — or in Baltimore, call 
for a WFBR salesman! 

Naturally, WFBR-built shows like Club 
1300, Morning in Maryland, It's Fun 
to Cook, Nelson Baker Show and 
others have a lot to do with that ARB 
report. Ask about them, too! 

*Monday thru Friday. Oct. -Nov. 1950 ARB Report 



SROAPCAST 
STATION! 



ABC BASIC NETWORK • 5000 WATTS IN BALTIMORE, MD. 
REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY 
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fledged news staffs. More of them, too. 
are eiiiployiiig the facilities of two, 
rather than one. news wire service. 
(Currently, Associated Press, for ex- 
ample, services 1.100 stations.) 

A list of the local stations that have 
huilt up competent news departments 
would fdl a full issue of sponsor. A 
random handful might include I'ea- 
body- Award-winner WOW, Omaha, 
Nebraska, which has a news stall of 
eight ;WGAR. Cleveland, which head- 
lines newsman Jack Dooley; KCiMO, 
Kansas City, a 50,000-wattor, with 
triple-threat news editors Harold Mack. 
Leon Decker and Jim Monroe; KLZ, 
Denver, which uses wire and tape-re- 
corders and four full-time news editors. 

Others are KWTvH, Shreveport, La.; 
WWL, New Orleans; WTOP and 
WWDC. Washington, 1). C; WFBR 
and WC\0. Bahiniore; WRNL, Rich- 
mond. Va.: WDNC. Durham, N. C. 
and WPTF, Raleigh, N. C; WBT. 
Charlotte, N. C; WCBS. New York: 
WCAU. Philadelphia: KNUZ. Hous- 
ton,, Texas: and WTAR. Norfolk. Va. 

Finally, assuming that a sponsor has 
selected his time and station, Avhat 
strategy should he use in programing? 

si'OrvSOK herewith submits the for- 
mulas employed by three veteran news 
sponsors. Although some of their 
points overlap, the tips may helj) new- 
comers to the field : 

(a) Peter Paul, Inc., which will 
spend over $1,000,000 this }ear for 15- 
minute news programs on 80 individ- 
ual stations, including the Colund)ia 
Pacific Network; a user of spot radio 
news since 1937: 

1. Don't start a news period from 
scratch. A news period that has been 
on the air for at least two \ears will 
have de\ eloped an audience. 

2. Bu) news program originating on 
individual stations. They provide lo- 
cal news slants and local weather re- 
ports which can't be obtained from a 

I network news program originating in 
I New York. 

3. Use 15-niiimte news programs 
since they develop more faithful audi- 
ences than five-minute newscasts. 



1. l^et the newscaster stick to report- 
announcer to 
and let neither mix 



ing the news and the announcer to .^e 



ing the p nod net 
their duties. 

S. W rite the news scrij)t with an 
("ye to the personality and particular 
styl 



*NEWS 
DIRECTORS 
SAY 



At its recent convention The 
NATIONAL ASSOCIA- 
TION Of RADIO NEWS 
DIRECTORS awarded to 
WOW a plaque for . . . 

" OUTSTANDING PREPARATION 
AND PRESENTATION 
OF THE NEWS" 

• When 400 men in the 

same profession agree that 
WOW'S news presentation 
is the best, it MUST be 
good. 

Last year the WOW NEWS 
DEPARTMENT broadcast, 
to the more than 485,000 
families in WOW- LAND, 
77,237 news stories, an in- 
crease of 1,785 stories over 
the previous year. 

RIGHT NOW NEWS Is 
the Hottest Advertising 
Buy in Radio . . . 






of the news broadcaster. 



. and 
/ WO W's 
- NEWS 
is the 
NATION^S 
BESTL 



RADIO 
OMAHJI 



FRANK P. FOGARTY, General Monager' 
JOHN BLAIR CO., Representatives 
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\"] 6. If possible, buy newstime before 

9 a.m., in order to get the whole fam- 
ily home. 

(b) Esso Standard Oil Company, 

which will spend over SI. 000.000 this 
year for five-minute newscasts over 53 
istations in 18 states and Washington, 
D. C ; user of radio news since 1935: 
j 1. Identify the newscaster only as 
"Your Esso Reporter," since you wish 
,to sell the personality of the product 
^rather than that of the announcer. 

2. Buy time on local stations rather 
than on a network basis. It's easier to 
gear the commercial copy to the de- 
mands of the local market. A winter 
lubrication appeal in Maine won't go 
with WLAC's audience in Nashville. 
Tenn. 

3. Squeeze the commercial in after 
the concluding "teaser' m the news- 
jcast, "Your local weather rejiort will 
follow in just a moment."' j 

j 4. Select local stations that have an 
! organized news bureau, a regional ra- 
'dio wire, and preferably both AP and 
I UP wire services. 

1 5. Use five-minute newscasts, four 
) times a day, six times a week, at the 
periods most persons are at home — 8 
a.m., 12 noon, 6 p.m. and 11 p.m. Ad- i 
just the time periods according to the 
market habits. Since the citizens of 
[iNashville tend to go to bed earlier, 
'take the 10 p.m. rather than the 11 
p.m. time slot. 

(c) Shell Oil Company, which uses 
five-minute to 15-nii::ute newscasts 
over 57 local stations; a news sponsor 
since 1944: 

1. Use local stations, because of the 
flexibility provided in handling com- 
mercials in widely differing geographi- 
cal areas. 

2. Use spot radio news in order to 
match radio coverage with the com- 
pany's own direct territories. (Shell is 
not national on the retail level. In some 
areas, it sells to distributors who mar- 
ket the products under their own 
brands.) 

3. Never let the newscaster indulge 
in commentary, for fear of irritating 
listeners whose opinions may be op- 
posed. 

4. Buy news shows that have built 
up top ratings. 

5. Use five-times a-week newscasts 
at time periods verging on 6 p.m. and 

10 p.m. to reach the biggest male au- 
dience. ★ ★ ★ 





He rings a bell 

with cash-register echoes 

The miniature Liberty Bell on his mantel symbolizes a 
point of view shared by millions of his listeners. That's 
one reason why his nightly analyses of the news from 
Washington establish a rapport with his audience which 
rings cash-registt!rs for his sponsors . . . and brings in 
folding money too! 

As Mr. Joseph P. Wortz, vice-president of the Security 
Trust Company, wrote to Station WAMS, both of Wil- 
mington, Delaware: 

"We have received letters of commendation regarding 
our sponsoring of the Fulton Lewis, Jr. program and 
we feel that we have written considerable new busi- 
ness as a result of this particular program." 

The Fulton Lewis, Jr. program, currently sponsored on 
more than 300 stations, offers local advertisers a ready- 
made audience at local time cost. Since there are more 
than 500 MBS stations, there may be an opening in your 
locality. Cheek your Mutual outlet — or the Cooperative 
Program Department, Mutual Broadcasting System, 
1440 Broadway, NYC 18 (or Tribune Tower, Chicago 11). 
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if... 



California — the nation's Second 
Retail State — is your market . . . 

and . . . you recognize that 
SUCCESSFUL RADIO 
ADVERTISING demands local 
tie-in MERCHANDISING . . . 



you 



• • • 



ABSOLUTELY CANNOT 
OVERLOOK the Pacific 
Regional Network, your 
Best Salesman in 
California , . . 

because... 

the Pacific Regional Network, 
the nation's most flexible 
sales and merchandising 
radio station network . . . 

. . . offers to advertisers 

(1) network time purchase of 
any or all of 49 separate 
California AM radio stations; 

(2) outstanding programming; 
ond (3) LOCAL radio sales 
promotion in all its ramifica- 
tions... at substantial savings 
in time, effort and money. 

For details write, 
wire/ or phone 



PACIFIC 

REGIONAL 

NETWORK 



6S40 SUNSET BOULEVAKO 
HOLLYWOOD, CALIFORNIA 




CLIFF GILL 
General Manager 



HI. 7406 



TED MacMURRAY 
Sales Manager 



PITTSBURGH NEWS STRIKE 

{Continued from page 29) 
BOA Statement 

menl Store Economist (January, 1951), 
%vliich termed the strike's effects on 
business "unexpected" and "lantastic": 
"Without newspapers, stores used cir- 
culars, direct mail, billboards, subur- 
ban weeklies, radio and TV. . . . Vi'hen 
the strike was over, the big stores 
were reported to ha\e spent as much 
for the makeshifts as they had bud- 
geted for newspapers, at a loss of 12*"' 
of sales. ... As to television, many ob- 
served that it fails to provide needed 
detail and the opportunity for com- 
parisons — the lack of retention of in- 
formation, much like radio advertis- 
ing. As one commented: 'When you 
see it in the paper, there it is in de- 
tail and you can shop from it; when 
you see it on television, where is it?' " 

Women s Wear Daily reported on 26 
October: "The stores have resorted to 
substitute methods of promotion which 
are held to be costly and not as pro- 
ductive of results, for the cost, as are 
newspaper ads. . . . Radio advertising 
is held not to have the impact that 
newspaper ads have. . . ." 

And again, in Women's Wear Daily 
of 20 November, just as the strike end- 
ed: "All available advertising and pub- 
licity directors said they were resum- 
ing their normal newspaper promo- 
tions. . . . .Several indicated they vTOuld 
immediately switch their budgets back 
to newspapers rather than continue 
with radio and other substitute media. 
... It is generally held here (in Pitts- 
burgh) that the newspaper strike 
showed that radio is not an effective 
media [sic] for lasting impression 
either editorially or promotionally. 
. . . Circulars were deemed a most ex- 
pensive and ineffective method of pro- 
motion." 

Pittsburgh's strike was costly — to 
business, to the community at large, 
and. naturally, to the newspapers. 
But it coinjjensated for a good portion 
of that cost by providing a gigantic 
laboratory for the proper evaluation of 
America's daily newspapers. •k -k 

BAB Statement 

burgh broadcasters subscribed to one 
or more of the news services from 
which the newspapers themselves ob- 
tained the news. For more extensive 
local coverage, 2.5 r<'p<)rters on the 
strikebound pajJers were hired by the 




It's 
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"Teleways 

for 

SIJCCESSFIJL 
Transcribed 
Shows 

Transcribed and ready to broadcast: 

RIDERS or THE PURPLE SAGE 
1?6 1?. minute top western musical pro* 
gxams 

DANGER, DOCTOR DANFIELD 
26 half-hour exciting mysteries 

JOHN CHARLES THOMAS 
156 15-minute shows with the King's Men 
singing hymns of all faiths 
MOON DREAMS 
158 15-minute romantic musical programs 

BARNYARD JAMBOREE 
52 half hours of good hill-billy music 

STRANGE ADVENTURE 
260 5-minute stories of interesting adven* 
ture 

Olt 

Ciistoin>BuiIt 
Traii.seribcd Shows 

For Free Auditions and Prices Write 



TELEWAYS 



RADIO 
PRODUCTIONS, 
\HC. 



CRes+vIew 67238 



8949 SUNSET BOULEVARD 

HOLLYWOOD 46, CALIF. 

Phones: 
• 



BRadshaw 21447 



In Canada: Distributed by S. W. CALDWELL, LTD. 
Victory Bldg., 80 Richmond St. West, Toronto 
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stations. The only people who did not 
know what was happening in Korea 
were those few who were too lazy to 
turn on their radios or those who be- 
longed to the very small group of un- 
derprivileged (3.9%) who did not 
own sets. Mayor David L. Lawrence 
said, "1 need not point out that for 
many weeks during the fall we were 
without our three daily newspapers. 
The extra news service which radio 
provided at that time kept the citizens 
of this area informed of the happen- 
ing of local, national, and worldwide 
importance." 

The pull of radio was vividly dra- 
matized by attendance at sports events. 
Attendance during the football games 
of the Pittsburgh Steelers on 7 Octo- 
ber and 22 October were sellouts, with 
thousands turned away. Lven the clash 
with the lowly Baltimore Colts pulled 
|'23,500. There were no thousands of 
inches of sport-page copy publicizing 
the advance sale of tickets. The club 
had to rely on its radio advertising. 
And it paid off. 

Radio is the primary mass medium 
of the land. In Pittsburgh, 96.1% of 
all homes have one or more sets in 
good operating condition. That "city 
in the dark" phrase was a figment of 
a copy writer's imagination. It was as 
substantial as the other newspaper 
propaganda. * * * 



510 MADISON 

{Continued from page 16) 

of people 1 have been associated with 
in Canadian radio station? all share 
sincere enthusiasm for your magazine. 

C. A. Brian Sciiarf 
Sales Manager 
CHUB 



A' 



anairno. 



B. C. 



As an appreciative subscriber to 
SPONSOR, which is greatly looked for- 
ward to by our sales staff, we would 
like to take advantage of your very 
generous offer of free copies of the 
Jaro Hess caricatures. 

May we in closing offer our sincere 
j thanks to SFO^JSOR for its major part 
in making radio selling a professional 
operation. 

Michael Hopkins 

Manager 

CKLB 

Ohsaua, Ontario 



Jn 

NEW ORLEANS 



TODAY 

it S 



BEAMED TO THE MASSES . . . features tops in Hill- 
billy, Race and popular DJ Shows . . . 

TOPS IN PERSONALITIES . . . nationally famous disc 

jockeys . . . Harry "Mush Mouth" O'Connor 

"Okey Dokcy"* Bob Murphey . . . 

BIG COVERAGE . . . LOW COST . . . 1000 watts con- 
centrated coverage in rich 100-mile New Orleans 
area . . • 

. . . plus FULL MERCHANDISING AND PROMOTIONAL 
SUPPORT FOR YOUR PRODUCT . . . 



OJ(! 

0J<! 

0J<! 
0J(! 



*Cop) right WliOK, 1950 



1 000 WATTS 



800 ON YOUR DIAL 



INCORPORATED 

"NEW ORLEANS' O^! STATION" 
Stanley W. Ray, Jr., Gen. Mgr. 

REPRESENTED NATIONAIiIiY BY FORJOE & CO. 



ABC 





\NK^LO 



Louisville, Ky. 

JOE EATON, MGR. 
Repreiented Nafionally by 
JOHN BLAIR & CO. 



A singlj' anin»uiir<Miient on 
KQV now has one client's 
sales staff working overtime. 
This sponsor wanted to sell 
a S22ri Honu" Fire Extin- 
guislu'r system. We ajlvised 
him to hiiy Jane (iibson. who 
Inoaileasts daily at 1 : 40 VM. 
From n single sales pitrli, 
Jane pro<lnced 143 leads! 
Ask Wee<l & Company aboni 
Jane Gihson for yonr client. 



KQV 

PittslHir^li, Pa. 

MBS — 5,000 Watts — 1410 
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We spent 
$250,352,000 



last year! 




When "soup's on" in Arkansas, 
it's a real feast. A feast for 
you, too, if your food products 
are advertised on KVLC. Ark- 
ansas women listen to KVLC. 
They buy products they hear 
advertised there. So tell 'em 
and sell 'em over KVLC. Get 
your bits of the $250,352,000 
Arkansas food bill. Ask our 
nat'l rep or write for avail- 
abilities. 



j Could )ou supply me with six or 
seven copie* of your tele\ i.'?ion diction- 
ary for sponsors. Since ue are pre- 
paring to inaugurate tele\ ision in Can- 
ada. ) our booklet would be useful to 
us. I would be interested to get also 
all other information that you are pub- 
lishing about television. 

Miss Flore.nce Forget 
Director of Television Programs 
Canadian Broadcasting Corp. 
Montreal 




MR. SPONSOR 

Thanks for the very hne piece about 
Douglas Leigh in your 4 December is- 
sue. All of us around the oOice here 
enjoyed reading it. 

MiLBURN McCaRTY Jr. 

Vice President 

Leigh Foods Inc. 

\eiv York 



WHOD'S NEGRO D.J. 

1 read vour article on Negro disk 
jockeys and 1 regret that your maga- 
zine didn't even mention Mary Dee. 
She has a two-hour show daily on 
WHOD in Homestead, Pa. 

jMarv Dee started with a 15-minute 
show and convinced her sponsors she 
coidd do a selling job. Mary Dee 
Moinn Around from two to four p.m. 
daily are the passwords of every Pitts- 
burgher. Here are a few facts about 
her: 1. First Negro woman disk jock- 
ey in the East. 2. Writes her own 
script and sells her own time. 3. Has 
received fne a\\'ards from conmiunitv 
groups, chuiches. schools, newspapers 
and clubs. 4. She was honored \\\{h a 
testimonial dinner on 31 August \\'ith 
5.000 Pittsburgh notables present. 
Pittsburgh's Mayor said: "Mary Dee 
is a young woman \\dio whil" pioneer- 
ing has not forgotten to smile and con- 
tinues to work for her race." 5. She 
gives young people an opportunity on 
her talent shows. 

Edward Toke 
WllOD 

Homestead, Pa. 



RADIO, TV MANAGEMENT AUDITS 

1 hope that you will find a spot in 
the pnbliealion to announce our leav- 
ing the production field for soiriething 
ne\'er before offered radio and televi- 
sion stations . . . management aufhts. 

During the past 10 years "big husi- 



Mr. Lawrence Roberts 
Kieseivetter Associates 
New York City 
Dear Larry: 

Th' big permoshun jer Kroger's 
Share tli Wealth 
'II shore be in 
th' right place 
here in Charles- 
ton, ff est Vir- 
ginny. Yessir, 
Larry, th' home 

toivn iw reus 

is really rollin' 
when it comes 
ter bizness, an 
thet's whut you 
fellers is inter- 
ested in. Why, 
durin' 1950 th' 
local postal re- 
ceipts shattered 
all records, an' 
so did th' biz- 
ness at th' of- 
fice uv th' coun- 
ty clerk. Thet 
means thet biz- 
ness is good in 
Charleston, an' 
with IPC US giv- 
in yuh more lisseners jer less money 
then efjen yud bought all th' other 
four stations in toivn, it shore looks 
like a banner year jer Kroger! 

Yrs. 
Algy 

W C H S 
Charleston, W. 




Va 




5,000 Watts Full Time 



I John H. Phipps, Owner 1 
^ L. Herschel Giaves, Gen'l Mgr. 

FLORIDA GROUP '\ 

Columbia 1 

Bioadcastingf ^ 
System 



Motional Representative 
JOHN BLAIR AND COMPANY 



Southeastern Representative 
HARRY E. CUMMINGS 
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ness" has developed methods and 
I "tools" to make management audits 
which cover every phase and detail that 
' pertain to the organization. After two 
years of study and research we have 
been able to adapt these methods and 
"tools" to our specialized field and an- 
nounce that we are open for consulta- 
tions with stations and networks as 
Management Auditors. 

Briefly, we apply practical and psy- 
chological methods, forms and charts 
to the study and analysis of each de- 
partment ... its operations and func- 
tions, plus an evaluation of the entire 
station personnel (from the boss man 
down) . . . their duties and activities. 

Only after a thorough and complete 
study has been made within the station 
itself and outside in the field it serves, 
do we analyze our findings and submit 
the results and recommendations. 

Cyril Von Baumann 
Von Baumann Studios 
New York 



I 



BACK-SLAP HAPPY 

In your news note of 8 May 1950 
mention was made of a recent sponsor 



BIG and 

INDEPENDENT 




WWDC 

IN WASHINGTON 

National Reps. Forjoe and Co. 



poll showing the ranking of Peabody 
yVwards to be slipping to the level of 
some other award. 

I would appreciate it very much if 
you would send mc a copy of yonr 
complete study of awards. 

Nathalie D. Fr.\nk 
Geyer, Neivell & Ganger 
New York 



• SPONSOH's .i>var<l story. ^'KaJio is l>a(-k*slap 
happy," ap]ieare<l in the 27 Mart-h 1 *)50 issue 



RADIO: GUESSWORK MEDIUM 

"Mitch's Pitch was magnificent." 
So says your excellent editorial "Ra- 
dio guesswork medium" in the I Janu- 



ary issue. Bui. why the past tense? 
Mr. Mitchell, since joining Associated 
Program Service as vice president and 
general manager, has been able to put 
into actual practice, through APS sub- 
ecribcr stations, those very promotion- 
al and sales ideas for which he, and his 
'"Pitch!" became famous. 

You mention that the major sales 
effort (of the pitch) was at the "local 
level."' riiis "local level'' is a billion- 
and-a-halj dollar advertising market; 
and it was to drive this fact home that 
Mr. Mitchell fonnulated his sales and 
merchandising plans. To be success- 
ful nationally, any advertising or mer- 
chandising plan should have accept- 




STAY 

ON 

TOP 



With KFSD 



The most listened to station in America's 

most responsive market, San Diego, California 




N B. € 



The OWir 5000 watt Day and Night 
Station in San Diego . . . Dial 600 



Represented Nationally by PAUL H. RAYMER CO. 

■OSTON » CHICAOO » DtTHOIT « iOS ANglttS » NiW YOUK » SAW F HANCISCO 
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BEAMED 
ify- JWliL h-TO OVER 

1^5 0 0,0 0 0,] 
NEGROES^ 

WHO SPEND ^1 

$431,000,000.00j^- 

^ ANNUALLY IN 
~ NEW ORLEANS 



P ro gra mmed r~ 
for Negroes 
by Neg roes, 
WMRY is effec- 
tively directing the 
buying habits ai 
this vast, faithful audience. 




"THE SEPIA STATION'^ 

WMRY 

NEW ORLEANS, LA. 

600 KC John E. Pearson, Not'l Rep. ' 



THE ONE DIRECT APPROACH TO NEW 
ORLEANS' LARGEST MAJOR MARKET 



Make me your 



$ Valentine and 111 

$ 

$ Give you the Business 

$ 

$ 

$ 

7^ /^ri StatuMd 



IKGVO-Kflnfl 




$ 
$ 
$ 
$ 
$ 



aiice from local businessmen— the peo- 
ple who sell nationally advertised 
products. Hence, the importance of 
strengthening the local picture first. 

But. where "Mitch's Pitch," based 
upon his tremendous experience in 
radio and merchandising, was offered 
through the BAB as pure planning and 
guidance, his continuing pitch for bet- 
ter selling has now been elevated to 
hard, cold practice, a.s applied to the 
merchandising and selling of programs 
produced from the APS Library. In 
fact, it is applicable to selling of radio 
in general, ET or "live." Snch success- 
ful sales thinking while admittedly of 
principal benefit to APS subscribers, 
is sufficiently broad enough, and sure- 
ly contagious enough, to act as a 
leaven to spark the entire industry. 
And this, I might add, "is only the 
beginning." 

If anything, Mitch's pitch is a sharp- 
er, more penetrating instrument than 
previously, chiefly because it can get 
down to specifics. Appropriately 
enough, his new, monthly bulletin is 
titled "THE NEEDLE!" 

Les Bierl 
Program Director 
Associated Program Service 
Neiv York 



NUT OM:, ISlir SKVES MAJIHI IMWSTRIES 



Congratulations on your editorial, 
"Fladio: guesswork medium." I cer- 
tainly agree 100% with its theme and 
sentiments. 

It has been my hope., as you know, 
that when we get the BAB properly set 
up on a new and expanded basis, it 
will be able to tell a thoroughly co- 
herent and completely substantiated 
industry story for the first time that 
story has ever been told. 

This is certainly no time, from any 
point of view, to lose confidence in or 
to under\'alue the effectiveness of ra- 
dio. 

Robert D. Swezey 
General Manager 
WDSU-AM-TV-FM 
New Orleans 



Both pieces )ou sent me are very 
valuable to us and 1 hasten to thank 
you. 

Nobody really knows that radio can 
sell today better than ever, at least it 
is the mo.^^t value for the advertising 
dollar. 



\S'e operate TV. and very successfu 
ly, according to the records. Our ir-; 
vestment is less than other stations ami \ 
our programs (both national and lo- 
cal) ha\e a high professional standing. 
Our gross and net compare very fa- 
vorably with anyone else's. 

Yet we continue to look on radio as 
underpriced. We failed to raise rates 
during the years other media were 
costing more, so now we are unalter- 
ably opposed to any rate reductions. 
Probably our daytime radio rate.s 
should be increased at WSYR, as 1 
have done at another station with 
equally intense TV competition. Our 
gross and net are better than ever be- 
fore. 

I agree with you that the advertiser 
and agency have not been sold prop- 
erly on radio as the best advertising 
buv todav. Much has to he done in 




"Mighty proud to have Gold Medal 
Flour,** says Rev. Dwight "Gatemouth** 
Moore, minister, disc jockey, showman 
and 'character* (eatuerd 2 hours daily and 
3 hours on Sundays on WDIA. In start- 
ing a '/4-hour strip on the station admit- 
tedly controlling 429?^ of Memphis (the 
other 5 stations cover the white field), 
GOLD MEDAL joins a marvelous collec- 
tion of America's finest advertisers like 
these : 



*FAB 

*Folger*s Coffee 

*Kools 

*SeaItest 



*Red Cross Spaghetti 
*Arrid 
*Super Suds 
*Dentyne 



HOOPER SURVEYS PROVE WDIA 
HAS UP TO 75.6% OF MEMPHIS 
NEGRO AUDIENCE. YOU CANNOT 
DO THE JOB IN MEMPHIS WITH- 
OUT WDIA. 



"WDIA. Memphis, Tennessee, Bert Ferguson, 
Mgr., Harold Walker, Coml. Mgr., .John E. 
Pearson Co.. }lep. " 



JOE ADAMS 

REACHES ALL 

NEGROES 

IN LOS ANGtLES 
^ « Jkf I SGCO WATTS 

K \3 W L CLEAR CHANNEL 
IPS ANGELES • SANTA MONICA. CAilf. 
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titb rlirrt-tioii, as you point out. 1 
dmM if most of those selling radio in 
[he iialitinal field believe in radio as 
Lhorouylily as they should. 

We here have con ectly appraised the 
ifliitive value of TV and radio to the 
advertiser. Both media are tops and 
each has its proper place. 

J hope this word of eneouragement 
lum one of the old timers will stim- 
ulate you to continued efforts to get 
radio understood and properly evalu- 
jtiid. 

Harry C. Wildek 
President 

WSYR-AM-TV-FM 
Syracuse 



May I compliment you on your edi- 
torial in the 1 January issue. I think 
your points are well taken, and if your 
sufigestions are followed it would be a 
decidedly forward step for the indus- 
try. 

\V. V. HUTT 
General Manager 
KLRA 

Little Rock, Ark: 



With my new assignment to BAB, I 
Jiafisure you that 1 will make every ef- 
fort within the limits of funds avail- 
aliile to do the kind of basic research 
■nvliich I personally have for so long 
fdt the industry should do. You are 
'right. We ought to know the value of 
wlsat we are selling, and the advertis- 
ers should also know the value of what 
\hty are buying. 

W. B. Ryan 
General Manager 
NAB 

Washington, D. C. 



I can't help but agree with your 1 
January editorial. Like most of my 
friends in the business. Tm morally 
jictiitain that the advertising we sell is 
wA\ worth the price we ask, and in 
tiumy instances much more; but I find 
il very hard to project that conviction 
i in the face of inaccurate and niislead- 
'i ijig comparisons with other media, and 
even within the medium itself, as you 
i-uggest. 

Whether a publicity campaign is the 
answer is hard to say. jNaturally. 1 
can\ lirlp being advertising-conscious, 
but I also know that any advertiser 
niiJ*t lie able to back up his drum-beat- 
irtg wiUi accurate facts on what he's 
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CLEVELAND'S ^5^^ STATION • WJW • CLEVELAND'S/^i^^t^SJGNAL- WJ W • CLEVELAND'S ^ 

CHIEF SAYS: 

"Chief been keeping ear to ground 
Heap good news for you he tells 
Advertisers wise have found 
Cleveland's strongest signal SELLS" 

CHIEF STATION 
RINGS SALES BELL 

Profit by using WJ W — Northeast Ohio's most 
merchandising-minded, promotion-minded station. 

BILL O'NEIL 
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CLEVELAND'S 




r STATION 




5000 W. QJy BASIC ABC 

WJW BUILDING ^ CLEVELAND 15, OHIO 

REPRESENTED NATIONALLY BY H-R REPRESENTATIVES, INC. 
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Without Zke 
Selling Power 
of 




You can't cover 



the scottered buymg 
centers of 

The Pacific Northwest 



"Taylor-made" 
SINGING JINGLES 

Contact us NOW for infor- 
mation on jingles profession- 
ally written and performed 
for you at a surprisingly low 
cost. We'll send you a free 
audition disc of TAYLOR 
jingles that are SPELLING 
merchandise now . . . 



Tliese t r a 11 s (• 1* i 1) e (I sliows 
availalile for lease or 
outright puroliase: 

TOM, DICK & HARRY— 

Happy chatter and novelty songs. 

A new sliow. 

156 IfS-minute shows. 

STRANGE WILLS— Drama 
tized stories behind interesting wills. 
26 Vi-hour shows. 

CHUCKWAGON JAM- 
BOREE >tan Ciirti'^ and the 

Novelty \ees in a Western Musical. 
131 15-niiniite shows. 

TAYLOR PRODUCTIONS, INC. 

6700 Sunset HIxl., 
Hollvwoo.l 28, Calif. 
IlUdsoii 2-1089 
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TWO m 

CBS STATIONS 

SOUTHWEST 
MARKETS 



OHEtm- 

COMBINftTION 




WICHITA FALLS, TEX. 

620 KC 

. - 5,000 WATTS 



AMARaLO, TEX. 




940 KC 

1,000 WATTS 




When you're making out that sched- 
ule for the Southwest don't over- 
look this sales-winning pair of 
CBS stations. For availabilities and 
rates, write, phone or wire our 
representatives. 

National Ropr«f«ntatlv«f 

JOHN BLAIR & CO. 



selling and proof of its performance. 

You hypothesize a ''measurement of 
radio. ' It's my conviction that in 
many respects radio is too great in 
scope to he measured with mucli great- 
er accuracy than has already been ac- 
complished. A truly defiiiiti\'e mea- 
surement might be made in los An- 
geles, but it wouldn't hold true, en- 
tirely, in Salt Lake City ... it might 
he done in Baltimore, but the results 
couldn't truthfully he fitted over the 
Cleveland mold. 

And a definitive nation-wide survey 
of radio's entire and component im- 
|jiirt would be astronomically expen- 
sive. Even the most eager searcher- 
after-facts would be willing to admit 
that. 

The Cleveland stations have recently 
gotten together and decided to under- 
write the cost of one survey, by the re- 
sults of which we will all abide. Ad- 
mittedly, the survey doesn't take into 
account the extra-set listening, out-of- 
home listening, listening outside the 
metropolitan area, and other potent 
factors. Admittedly, it shades to the 
advantage of some and the disadvan- 
tage of others. But it is a general 
guide, an indication of our individual 
and collective circulation in our mar- 
ket, and we regard it as the largest step 
in the right direction we can afford. 

At our own station, we are making 
as extensive an effort possible to tell 
our story to potential advertisers . . . 
the story of merchandising and promo- 
{Plcase turn to page 104 1 



MR. SPONSOR 

[Continued from page 10) 

pany. He rose to become vice presi- 
dent in charge of sales for Canadian 
lireweries. Ltd.. before he was trans- 
ferred to the American company in 
1948 in the capacity of vice president 
in charge of sales, luvently he was 
made executive vice president and gen- 
eral manager. 

Strangely enough, Dowie picked up 
his radio advertising know-how in 
Mexico City during his five-year stay 
there. The drug branch devoted more 
than oO'^f' of its adverti.sing budget to 
the medium. "I personal!)' had to han- 
dle; the radio advertising," Dowie said. 
"The few advertising agencies that ex- 
isted were small and rather ineffectual. 
The stations not only had the artists 
tied up, but composers as ^vell. We 
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couldn't pla) the same song that had 
been on another station's program. 
There were no writers available, so I 
had to do a large part of the writing 
myself. I not only had to buy the 
time, but I had to produce the show 
which included musicals and quiz pro- 
grams. But I understand things have 
changed since then." 



1 think the BAB could do an excel- 
lent job with their member stations in 
getting them to present their own sta- 
tion information in a uiiihcd form list- 
ing the homes reached both by metro- 
politan market areas and urban and 
rural distribution. This information 
would allow for more rapid market 
and station analyses and comparisons 
and help in the selection of the cities 



in which radio would be most benefi- 
cial to the national advertist^. Along 
with many others, I am an.xiously wait- 
ing for BAB to get into operation and 
hope that they do a job that will jus- 
tify radio's efficiency and importance. 

Paul Gavnor 
Vice President 
Buxliftnan & Co. 
New York 



P.S. 



[Continued from page 12) 



sociation tCommittee for Development 
of Government Data), American As- 
sociation of Public Opinion Uesearch, 
American Newspaper Publishers Asso- 
ciation, Inc. (Bureau of Advertising), 
Magazine Advertising Bureau. Inc., 
Market Research Council, Media Re- 
search Directors Association, National 
Association of Broadcasters, and Na- 
tional Association of Magazine Pub- 



lishers, 1 nc. 



MR. SPONSOR ASKS 

(Continued from page 75) 

Too much emphasis has been put 
on "success" stories in radio rather 
than the specific benefits that it can 
offer as a mass reasonable medium. 
True, success stories are often inter- 
esting and most helpful to national ad- 
vertisers but there are also instances 
where the story has not been one of 
success and advertisers are always 
ready to point out stories of this kind 
to counteract the "beautiful" ones of 
success. 
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IN DANVILLE, VA. 
BUY THE 

OLD ESTABLISHED 



ESTABLISHED 1930 



HIGHLY RATED 

46.0 HOOPE<1 

AVG. 3 PERIODS, WIN. tftSO 

ABC STATION 



WBTM 



HOLLINGBERY 




Here are informational tools that sponsor feels can be of use to you. 
Requests for material must be made within 30 days. 



A140 "Radio N(>trs h Bigger Than 
You Tliink," Free & Peters, Inc., New 
York- is a 20-page booklet reporting 
the results of a survey among almost 
3,000 radio families. 

A141 "Silrer Annirer.uiry," WKVA, 
Richmond - - points out the progress 
made by station over 25-year period. 
Booklet includes information on staff, 
promotion, programing, and special 
events. 

A142 "Lourenco Marques Means 
llusines.s," Lourenco Marques Radio, 
Johannesburg — reports present and 
probable future cost-pcr-thousand lis- 
teners to Lourenco Marques. 

A143 "WMAR-TV," WMAR-TV, Bal- 
timore — is a descriptive and pictorial 
record on the station's third anniver- 
sary. The brochure contains informa- 
tion on remote operations and station 
personalities. 

A144 "Eat at Joe's," Westinghouse 
Radio Stations, Inc., Washington, D. C. 
—gives facts and success stories on ad- 
vertisers who have used radio stations 
KDKA, KYW. WBZ, WBZA. KEX, 
WOWO, and WRZ-TV. 

A 145 "Sales Don't Stop at the City 
Limit.« . . . and Neither Does WWL," 
WWL, New Orleans— tells how much 
territory outside New Orleans is cov- 
ered by 50,000 watt, clear-channel 
WWL. 



A146 "An Extra Come-On For 
Your Customers," KTTV, HollvAVOod 
—explains some of the promotional ac- 
tivities of KTT\' in a fold-out brochure. 

A 147 Market Study of A'orf/i 

Vancouver City-District and Port 
Moody," CK.\W, New Westminster, 
B. C. — describes early morning and late 
evening listening habits of the popula- 
tion of North \'ancouver City. 

A 148 "Television Dictionary,'' 

American Telephone and Telegraph 
Company, New York — includes TV defi- 
nitions in everyday language to help 
readers better understand terms used 
in describing T\' and color TV in par- 
ticular. 

A149 "Help iranted," Free & Peters, 
Inc., New York — describes seven radio 
saleswomen and their programs. The 
16-page presentation lists the advertis- 
ers who have used them successfully. 

A 150 "Guide to Layout and Re- 
duction of Art for Television," 
KMY\, Omaha — is a four-page guide 
that lists "do's and dont's" in prepar- 
ing artwork on TV. 

A151 ''''Report to Advertisers and 
Advertising Agencies," WOAI-TV, 
San Antonio — is a summary of answers 
received from a postcard questionnaire 
mailed to 5,080 television set owners 
in the San Antonio area. 



SPONSOR 

510 Madison Avenue, New York 22, N. Y. ^■^^Q 

To obtain any of the tools listed, place check In boxes |— ] A141 
to rlqht. 

□ A142 

NAME [-] A143 

COMPANY □ A 144 

AIDIDRESS □ A145 



□ A146 

□ A147 
n A148 

□ A149 
n A150 
n A151 



CITY a STATE 
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510 MADISON 

(Continued jio/n page 102) 

tioii . . . the story of actual results . . 
the factual story of our market and 
coverage as far as accurate facts are 
available. 

Whether an induslry-wide effort with 
these same tools and directed at these 
same ends is a feasible thing, I in not 
any more ])rei>ared to ])redict than you. 
It y:oes without saying, that if a work- 
able plan were devised to jire-nieasure 
tlie eifecti\ encss of an advertiser's pro- 
posed radio budget, I'd be as anxious 
to know about it as anyone else. Un- 
fortunately. 1 don't think such a mea- 
sure will ever exist for radio, loo 
many diverse and unmeasuraljle fac- 
tors enter into the success or failure 
of an advertising campaign to be able 
to forecast or guarantee its efTecti\e- 
ness before it starts. 

It is my personal conviction that a 
thoughtfully-planned advertisement or 
campaign, designed and prepared for 
the medium in which it's to be used, 
and placed in the most ciTective vehicle 
or vehicles that medium affords, stands 
the best chance of being successful. 
That lormula holds true for newspa- 
per, billboard, direct mail, consumer 
mas. trade mas. TV and all the rest, as 
well as radio. 

Radio s edge in that formula is that 
we are selling to our ailvertisers the 
same programs we prepare for our lis- 
teners, therefore^ \\e lia\'e a very direct 
anil sinc-erc inteiest in the effectiveness 
of our advertising. The news])aper or 
magci/ine man is selling one thing to 
his readers, another to his advertisers. 
As far as his basic selling factor, his 
cirenlalion, is eonceined. it doesn't 
make anv diilerence whether "X"' ad 
or <'ami)aign is effective or imt. It does 
lo ns, because our circulation is direct- 



ly dependent on the advertising's being 
good. 

Maybe there's a moral in this ram- 
bling account. Newspaper advertising 
gained its preferred "basic" position 
on results, not surveys. The surveys 
came later, as frosting on the cake. 
The same holds true for most of the 
other "basic" media, including radio 
for the long-time national advertisers 
who have used it successfully and con- 
sistently. 

^'ou say the ad\ertiser is willing to 
pay for what he gets, but doesn't know 
what he's getting in radio. If he's get- 
ting results in sales for dollars spent, 
what more does he need to justify his 
budget? A\nd it's been jjroven here, 
and many other places, that he can get 
results with the fornmla cited above 
. . . perhaps not miracles, but solid 
sales results that are well worth the ad- 
vertising money allocated. 

I think 1 stand with most of the ra- 
dio men in the country when 1 say I'm 
read to prove it any timi' . . . that we 
are pro\ ing it every day ... as an in- 
dustry, have been for 25 years. And 
I think that's the answer. 

Roger L. Albuigiit 

Sales Pi omolion Manager 

WJW' 

Cleveland 



Thanks very nmcli for your ad- 
vanced copy of your 1 January edi- 
torial. 

Vou remark. "Today nobody knows 
the true dimensions of radio. ' How 
true! How true! 

Least of all, apparently, we who set 
the rates and peddle time at prices that 
we know are far below tlie real worth 
of our product. We are controlled al- 
most completely by "tradition" in set- 
ting our rates. Any fornndas that ex- 
isted in the beginning of radio to try 
to measure "total sets" — as is being 
done in TV today — or "extent of po- 
tential listening" or any other yard 
stick have long gone by the boards. 
We have set rates based on a few un- 
related factors: 



Letters iippeariiifi on lliis page 
are in res]»onse to the editorial eii- 
litled: "Iladio: guesswork iiiedi- 
iiin"'"' (1 January issue of SPON- 
SOR). !Many valid sujigestious are 
made here; SI'OiNSOK su<r«rests- 
that rea(h"rs seruliuize iheiu care- 
fully. 



1. Rales of the radio competitors 
in the market. 

2. Estimated costs of operation at 
time of begimiing broadcast ac- 
tivities. 

3. Average weekly budget expendi- 
tures already established in the 
area. 

All of the above factors are impor- 
tant but certainly they should not be 
the guiding y ard stick for setting rates. 

We hope the entire industry takes 
heed of your editorial and that some- 
how in the immediate future we yvill 
all equip ourselves to accurately mea- 
sure our audience. 

Eugene D. Hill 
General Manager 
IFORZ 
Orlando 



Read your editorial in SI'ONSOR en- 
titled "Radio: guesswork medium" 
with a great deal of interest. Person- 
ally, I think it provokes a great deal 
of thought for broadcasters, especially 
relative to rate decreases and measure- 
ment. 

It seems to me that many of us are 
taking a defeatist attitude on AM. We 
should stop apologizing for our rate 
structure. If we do decrease our rates, 
that have been justified and estab- 
lished by market and results, we are 
taking a step backwards and will les- 
sen our prestige for many years to 
come. If it is in the foreseeable future 
to accurately measure radio audiences, 
it behooves us to use such a logical 
research method now as we are only 
muddying the water by all the cut- 
throat sniping regarding rate struc- 
ture and AM and T\ measurements. 

Many of us have not bad any trou- 
ble getting our rates and we have used 
the true yardstick to justify them, 
which is RESULTS. If the majority 
of the country were TV now, we might 
have a different problem confronting 
us. This not being true as a whole, 
it seems to me that the over-all radio 
picture should not be discouraged to 
the point of having to go along with 
major decreases in rates. 

Here's hoping we continue to go 
forward in selling radio for what it's 
worth and not go along with the few 
who keep trying to back it up! 

Leslie L. Kennon 
Assistant Manager 
KIVTO 

Springfield, Miss. 
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Yes, for the second consecutive year, Schuneman's Red Rooster Hour 
has walked away with the N.R.D.G.A. national grand award for the 

finest large department store FAMILY radio program in the nation. 
And, that's no "happenstance"! 

This morning show was originated and planned, just as every 
merchandising program on VVDGY is originated and planned, to accomplish two 
objectives , . , service to the community . . . and sales for the advertiser. 

So, if you're "considering" a similar success story . . . with saturation of 
the nation's 9th largest markcl . . . penetration into more than 800,000 radio 

homes . , , and invasion of a S3,000,000,000 field in retail sales . . . then 
why not let us make you, too . . . the cock of the walk? 



No wonder, the Minnesota eke is on 
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50,000 watts 



1130 KC • MINNEAPOLIS • ST. PAUL • REPRESENTED NATIONALLY BY AVERY-KNODEL, INC 
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Quarter Hour 
Broadcasting Periods 

THE PULSE, INC. 
OCT.- NOV. 1950 
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WTAG STA"B" STA"C" STA"D" STA"E" 



HOOPER 

WtAC 



show; 



with 

MORE AUDIENCE 

ALL OTHER STATIONS 
COMBINED 

HOOPER RADIO AUDIENCE INDEX 
OCT.- NOV. 1950 



TIME 


WTAG 


STA 

"B" 


STA 

"C" 


STA 

"D" 


1 

STA 
"g" 


Mon. thru Fri. 
8 a.m.-l 2 noon 


43.0 


28.2 


18.3 


6.1 


3.8 


Mon. thru Fri. 
1 2 noon -6 p.m. 


58.2 


24.3 


5.7 


5.0 


6.3 


Sun. thru Sat. 
6 p.m.-l 0:30 p.m. 


53.2 


16.2 


12.4 


9.2 


8.1 


Total Rated i 
Time Periods ( 


51.3 


^2.5 


11.1 


7.6 


6.5 



Worcester and Central New England 




WORCESTER 

580 KC 5000 Watts 
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